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Rough Proofs 


Ben Faulkner suggests that men | 
help out the clothing manufacturers | 
face’ with material shortages by not 
wearing coats next summer. The 
manufacturers want to be helped | 
out, but not out of business. 


a. wu 


Walter Winchell sneered because 
“a couple of dopes” got into a fight | 
over the Brooklyn Dodgers the other 
yawning. Right now he thinks the 
only fights worth getting into are! 
over the Yanks. 


a: = 


On account of the wool shortage, 
Caspar Milquetoast has decided that 
perhaps he’d better not try getting 
to slumberland by counting sheep. 
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ANNOUNCING: A NEW CIGARETTE 
FOR THE 2 SIDES IN EVERY SMOKER! 


| 
| 
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TWENTY GRAND 


serene Topart 


Introducing a new long cigaret, Twenty 


| Grand Imperials, Axton-Fisher Tobacco 


It seems the wool labeling act will 
be kept in force in spite of the war 
and everything. The garment mak- 
ers haven’t been able to sell the idea 
that what the consumer doesn’t | 
know won’t hurt him. 
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Dexter Keezer, head of the con- 
sumer division of OPA, is de- 
scribed by ADVERTISING AGE as “an 
ex-economist.”” You have to be able 
to do a lot of forgetting to hold some 
of those government jobs. 
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4 

nastus, the Cream of Wheat man, , 
disappeared from his customary spot 
in Minneapolis for a week or two, 
probably for the purpose of looking 
in on those American Weekly 
breakfasts during the canners’ con- 
vention. 

- =F 


“If you can tolerate any other 
radio, please don’t buy a Scott.” 

Down South a radio that’s rated 
“tol’able”’ wouldn’t be considered 
bad at all. 
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They're trying to interest women 
in taking jobs in the war industries, 
and all it’s necessary to figure out is 
a nifty uniform with a Sam Browne 
belt. 


+ @ ¥ 


Women in defense industries will 
need better and better foundations, 
a Chicago corset clinic was told. On 
those jobs they're subject to ails 
even more horrendous than stenog- 
rapher’s spread. 

v v v 

Hartford’s headline, “Who is the 
partner of sabotage—it’s careless- 
ness,’ got into circulation just too 
late to interest the people in charge 
of the Normandie. 
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“Magazines,” said Walter D. Ful- 
ler, “are the mucilage that helps our 
48 states to stick together.” 


And they’re the gum on the back 
of the stamp that no foreign country 
will ever lick. 

v v v 

The Institute for Consumer Edu- 
‘ation at Stephens College, sup- 
borte’ by funds from the Sloan 
‘ound ition, has been discontinued. 
Seems there was something wrong 
with the steering gear. 

v v v 
Eva fur store in Chicago is 
en «venings for the benefit of 
a aree girls and defense workers.” 
“ght row working for defense is a 
Metty mportant career. 


Copy Cus. 


* 


Co. has launched a test drive in four 
markets, Tacoma, Fresno, Evansville and 
Lexington, using newspapers and outdoor 
advertising. Expansion may follow the 
I l-week campaign. McCann-Erickson is 
the agency. (Story on Page 37.) 


Sign Makers Plan 
Changes; See No 
Serious Shortages 


Steel Substitutes, Decals 
to Help Supply Adver- 
tisers 


Chicago, Feb. 12.—A survey of 
the sign manufacturing industry 
indicated this week that even with 
restrictions now in effect regarding 
the use of steel, electrical supplies 
and other scarce materials, adver- 
tisers will be able to supply their 
requirements during the current 
year. Glass, wood and plastics are 
now being featured, and many sub- 
stitutes have been developed for use 
in sign manufacture. Decalcomanias 
are being given emphasis both in 
metal sign rehabilitation and for 
other purposes. Shortages of pack- 
aging materials are affecting deliv- 
eries. 

Joseph C. Hodges, vice-president 
of the Enameled Steel Sign Com- 
pany, Chicago, who is secretary and 
treasurer of the Advertising Metal 
Sign Association, reports that fol- 
lowing a hearing in Washington the 


industry was given an order per-| 


mitting use of 60 per cent of the 
steel consumed between June 30, 
1940, and June 30, 1941. 

“It is possible that this average 
will be reduced in the future,” said 
Mr. Hodges, “but at least this will 


Ban Use of Tin 


in Beer Cans 
After March 1 


War 
dered a drastic reduction in manu-| 


beer, dog food, dried beans of all | 


| petroleum products, spices and con- 


i'the canners’ convention in Chicago 
_AGE, Feb. 2). 


| sult in a saving of about 7 per cent 


give our industry an opportunity to 
take care of our customers.” 
Size Limited 
George S. Blome, vice-president 
of the Baltimore Enamel & Novelty 
Company, reported that because of 
(Continued on Page 35) 
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expenditure will be the largest 


accomplished as “rapidly 
tion is already 40 per cent below last year 


three months. 


of Manor House coffee, has returned to Earle Ludgin, Inc. 


PREMIUM OFFER 


Other Manufacturers’ 
Share of Metal Also Cut 
Sharply | 


Washington, D. C., Feb. 11.—The | 
Production Board today ore | 


o 
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facture and use of tin cans, pro-| 
hibiting their use in packaging of | 
many products after March 1. The 
proscription on that date applied to 


- 


_ from @ bag of 
Pillsbury’s Best 
kinds (including pork and beans) | Enuiched *lour 


baking powder, cereals and flour, 


diments, and tobacco. Furthermore, 
soups, broths and chowders which 
are not condensed will be allowed | 
only 25 per cent of their 1940 pack a © 
until June 30, after which packing | UURUI INS Tas a2 Ai 0 ren 
in tin must cease. 

The WPB issued an edict during 


— 


Pillsbury Flour Mills Co., foreseeing an 

oiled-silk shortage months ago, stocked 

up on sufficient quantities to offer this 

premium in current full and half-page 

newspaper space in the Twin Cities, 

Detroit and Cleveland. McCann-Erickson 
is the agency. 


last month cutting tin supplies to 
50 per cent during February for the 
indicated products (ADVERTISING 


Today’s order also clamped a gen- 
eral ban on manufacture and use 


of small sized cans, which will re- 


Cash Discount 
Adopted by Three 
Eastern Stations 


Syracuse, N. Y., Feb, 11.—Break- 
ing ranks with the majority of radio 
stations which grant no cash dis- 
count on national spot advertising, 
Stations WSYR, Syracuse, WTRY, 
Troy-Albany, and WKNE, Keene, 
|N. H., announced this week that ef- 
fective April 1 they will adopt the 
two per cent cash discount. 

Harry C. Wilder, president of the 

(Continued on Page 38) 


in tin plate. The bulk of the econ- 
omy, however, “will result from 
curtailment and even elimination of | 
the use of tin cans as containers for 
products which can be packed in 
cans of other materials or which 
do not have to be canned at all, 
and from thinning the tinplate coat- 
ing on virtually all cans,” the Board 
commented. Total saving will be 
40 per cent of 1941 requirements of 
40,000 tons, 
Priorities for Some 

Supplies on hand, according to 
experts, will enable the public to 
become accustomed to the new 
regime gradually. Since manufac- 
turers have long expected the new 

(Continued on Page 34) 


Last Minute News Flashes 


Greeting Card Maker Plans ‘Morale’ Campaign 


Chicago, Feb. 13.—With emphasis on the slogan, “Keep-in-touch and 
you'll keep ’em smiling,” Gartner and Bender, Chicago greeting card 
manufacturer, will launch a magazine campaign urging extensive use 
of cards as an instrument of national morale. Kate Smith will endorse 
the movement in opening advertisements, with other personalities to 
follow. Schedule includes the Ladies’ Home Journal, Life, McCall's, 
Simplicity’s Preview and Woman's Home Companion. Reiss Advertis- 
ing, New York, directs the account. 


Columbia Maps Biggest Magazine Drive for ‘42 


New York, Feb. 13.—Columbia Recording Corporation’s 1942 magazine 
in its history, approximating $360,000, 
against about $200,000 last year. The schedule consists of Collier’s, Life, 
Newsweek, The New Yorker, and Time. Full-color pages will stress a 
new lamination process which is said to reduce surface noise of records 
55 per cent. Benton & Bowles is the agency. 


Radio Makers Told to Speed War Conversion 


Washington, D. C., Feb. 13. 
radio manufacturers that 


The War Production Board has advised 
complete conversion to war output must be 
as is technically possible.” Civilian produc- 
While no conversion dead- 
line was set, WPB expects the major part of the job to be done within 
Program details will be drawn after industry-govern- 
ment conferences Broad outlines were given representatives of 55 
firms here yesterday. 


Ludgin Regains Manor House Coffee Account 


Chicago, Feb. 13.—The account of W. F. McLaughlin & Co., producer 
The Chicago 


agency currently is engaged in drawing up plans for both radio and 
newspaper advertising of the product. 


Premium Types Change, but 
Maintain a Healthy Pace 


Defense Stamps Gain 
Popularity as Merchan- 
dise Sales Aids 


BY IRWIN ROBINSON 


| New York, Feb. 12.— Convinced 
|that the pulling power of premiums 
has in no way been affected by the 

war, advertisers and suppliers pre- 

dicted this week that premium 

merchandising during the current 

year will continue at a healthy pace, 
| with the chief problem of the mo- 

|ment the selection of attractive of- 
\fers unaffected by materials short- 

| ages. 

Passage of the price control act 
dispelled the chief factor of uncer- 
tainty for premium users, through 
the provision reading: “The powers 
granted in this section shall not 
|be used or made to operate to com- 
pel changes in the business prac- 
tices, cost practices or methods, or 
means to aid distribution, estab- 
lished in any industry, except to 
prevent circumvention or evasion of 
any regulation, order, price schedule 
or requirement under this act.” 


| 


Satisfied With Rulings 


The Office of Price Administra- 
tion has taken no action against 
premiums, except to prescribe that 
an estabhiched price limitation must 
not be evaded by a premium gift. 
This attitude was reflected in the 


price schedule set for cigarets, 
which contained an “anti-evasion” 
clause, and in similar stipulations 


contained in other price schedules 
set by Leon Henderson. Legal ob- 
servers interpret the OPA policy as 
approving premium merchandising 
but frowning on the use of this de- 


vice to evade established price 
limitations. 
The National American Whole- 


sale Grocers’ Association, in a bul- 
letin sent recently to members, took 
a not too optimistic view of the cur- 
rent situation with the observation 
that for a number of reasons, pri- 
marily conservation, “‘samples, free 
deals, combination offers, prizes and 
premiums appear to be on their way 
out for the duration of the war.” 
Since these practices are wide- 
spread, the association added, “OPM 
officials indicated that it would be 
wise for distributors in the food, 
drug and cosmetic industries to be- 
gin curtailment as soon as possible.” 
No official decree or order has 
been issued on the subject, the as- 
sociation continued, but such de- 
crees loom large in the thinking of 
key government officials. 
Livingston, top OPM Bureau of 
Conservation official in charge of 
conservation programs for the food, 
drug and cosmetic industries, told 
FDC Reports that food, drug and 
cosmetic men should begin thinking 
about curtailment or elimination of 
samples, premiums and things of 
that kind,” the association de- 
clared. He said “that sampling, for 
instance, which uses material as 
scarce as paper and services involy- 
nig such scarcities as rubber tires, 
definitely comes under current bur- 
eau thinking. He made it clear, 
however, that he was interested in 
the problem from a _ conservation 
and not a trade practice angle.” 
Paralleling the trend for civilians 
goods generally, premium offers 
that formerly featured such mer- 
chandise as cooking utensils, silver- 
ware, appliances and other metal- 
consuming articles, are virtually 
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2 ADVERTISING AGE February 16, 1942 
extinct. Instead, glassware, books, | 15. Coffee Tables. pons that can be exchanged for de- being aided by liberal bond and DEFENSE TIE-IN 
wooden specialties, leather goods | 16. Clocks. fense stamps at the rate of 200 stamp handouts. Noxzema Chemi- = 
and flowers are rising to new/17. Tilt-Top Tables. |coupons for a $1 unit. cal Company’s “Battle of Two 

heights of popularity. More and 18. Travel Cases. ' In Southern newspapers Armour | Cities” series of broadcasts in 14) 

more advertisers are also turning to |19. Playing Cards. & Co. features a 10-cent defense | major markets distributes largess 


the use of defense stamps and bonds. 


List Popular Premiums 


The product shifts that are taking 
place in the premium field may be 
detected at a glance in the follow- 
ing list of items set down by a 
leading national advertiser, in order 
of their proved popularity in the 
past: 

1. Silverware. 

2. Card Tables. 

3. Toasters. 

4. Hose. 

5. Bathroom Scales. 

6. Coffee Brewers. 

7. Fishing Tackle. 

8. Electric Irons. 

9. Glassware. 

. Pen and Pencil Sets. 
11. Bridge Chairs. 

12. Sport Jackets. 

13. Waffle Irons. 

14. Road Lamps. 


20. Electric Shavers. 
21. Lamps. 

22. Umbrellas. 

23. Wallet Sets. 

24. Radios. 

25. Hand Vacuums. 
26. Pipes. 

27. Bath Sets. 


. Poker Sets. 


Metal goods and other products 
affected by priorities in this list are 
now automatically eliminated, while 
items that do not encroach on war 
production and entirely new mer- 
chandise move up in popularity. 

Brown & Williamson Tobacco 
|Corporation was one of the first 
national advertisers to introduce 
defense stamps as a_ regular 
premium. Coupons on the back of 
Kool and Raleigh cigarets are now 
redeemable at the rate of 133 for a 
$1 defense stamp. 
‘ber Company 


Seiberling Rub- | 
likewise offers cou-' 


stamp with every package of Vege- 
tole shortening. Ballard & Ballard, 
Louisville, offers coupons with Obe- 
lisk flour that can be exchanged for 
defense stamps, and similar offers 
are promoted in newspapers in New 
England by Richardson Root Beer. 


Heavy Defense Promotion 


Use of defense stamps and bonds 
as prizes in contests and other pro- 
motions is growing by leaps and 
bounds. Massachusetts Retail Gro- 
cers & Provision Dealers Associa- 
tion, for example, recently wound 
up a special campaign called “Pa- 
triotic Pantry Party,” in which 
weekly prizes of $50 defense bonds 
were offered, and grand awards of 
$500, $250 and $100 in bonds. Large 
newspaper ads were used to push 
the drive, with prominence given 
to nationally advertised brands. 

On the air Uncle Sam is likewise 


ranging from $1 stamps to $60 and 
$80 worth of bonds during each 
local broadcast. Total stamp and 
bond value for all the shows aver- 
ages $1,000 a week. 

Bob Hawks’ “How Am I Doin’” 
quiz show for Camel cigarets pays 
contestants an average of $700 a 
program in stamps and bonds, while 
Lucky Strike’s “Information Please” 
has switched from $50 cash to bonds 
for listeners who can stump the 
experts. Penn Tobacco Company’s 
“Vox Pop” and Lucky Strike’s “Hit 
Parade” have also enrolled in the 
defense stamp ranks. Elsewhere on 
the radio front, Feenamint’s “Dou- 
ble or Nothing” program presents 
five or six contestants each week 
with about $30 in stamps each; 
Beech-Nut cigarets offers $25 bonds 
in a candid camera contest; and 
Ward’s Tip Top bread presents 
amateur artists with prizes ranging 


NEW YORK 


290 Broadway 300 


over $125,000. 


“BOOM TOWNS—AND OTHERS,” é4y THE RESEARCH STAFF OF | 
Brapstreet, Inc. An analysis of all government contracts, by type and territory 
showing the resulting retail spending power; with thumb-nail sketches of the 
750 communities involved and how they are affected. 


THE CARE AND FEEDING OF PRESIDENTS | 


With a war diet of fourteen-hour days and seven-day weeks the mental-feeding of com- 
pany presidents has been cut to fundamental essentials. 
reprints, the following Dun’s Review studies and articles rank highest in essential 
reading for chief executives: 


“1942—THE CRITICAL YEAR,” by A. D. Wutrresive, President, Dun & 


Bradstreet, Inc. 


“THE ROLE OF MANAGEMENT AS INNOVATOR,” 4y Wittarp L. 

Tuore; Trustee, Associated Gas and Electric Corporation; Editor, Dun’s Review. 
A review of developments affecting business as a significant force in our social 
structure. 


“POSTWAR DEPRESSIONS,” by Wittarp L. Tuorr. An historic presenta- 


tion of the after-effects of previous wars and current implications. 


“PRICE CONTROL ON THE CONTINENT; REGULATIONS AND 
RESULTS,” 4y Dr. Jutius Hirseu, Economist; former price administrator for 
Germany. Lessons and expectations based on European experiences. 


“CORPORATIONS AND THE t941 TAXES,” dy J. K. Lasser, C.P.A. 
examination of the new tax laws with suggestions for adjustments and with 
detailed computations of probable payments for various corporate brackets. 


“THE COLD FACTS ABOUT WARTIME PRODUCTION NEEDS.” by 
Wituiam L. Barr, /ndustrialist; War Production Board. 
tional view of the war task that lies ahead. 


There remain a limited number of reprints of these articles which will be sent 
to executives writing on their business letterheads. Kindly indicate those desired. 


The reliability of the demands for reprints as an index to executive reading can be 
judged from the analysis of circulation: 20,523 presidents and 11,603 other corporate 
officers with more than 50,000 companies; 57 


are manufacturers; 47.7 


DUNS REVIEW 


Published by DUN & BRADSTREET, Ine. 


CHICAGO 
West Adams St. bal 


BOSTON 
Boylston St. 


SAN FRANCISCO 
155 Sansome St. aT 


Judged by the demand for 


Dun 


An 


A clear and inspira- 


, are rated 


LOS ANGELES 
7 South Hill St. 
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| Here's your chance to get U.S. De- 


he’s easy! Fill Out and Present Cou- 
pos Below To Your Dealer. He Will 
Give You One 10¢ U. 5. Defense 
Stamp Free, When You Buy Vegetole 
(Either 2 One Lb. Packages or Big 
4 Lb. Economy Package.) Act Now! 


to try VEGETOLE. It creams lf 
the time. Gives smoother. tex 
better-tasting baked goods 
enly shortening in a self-mea 
carton. Vegetole gives such ; 
baking results, it’s sold w 
money-back guarantee on 
package! 

Don't delay! Go to your de. «t's 
today with the Defense © imp 
Coupon below, and take ady 
of this offer! It ends January . ist, 
1942, so hurry! ~ 


ootoeunemee 


REDEEM THIS COUPON 
TODAY! 


3.ak7 2 


fense Stamps (worth 10c each), as 
good as hard cash! And they can 
be applied on purchases of U.S. 
Defense Bonds, too! 

This offer is made to induce you 


When you present this signed coupon, and buy Vegetole 
(either 2 one Ib. packages or one 4 Ib. Economy package) 
your dealer will give you « 10¢ U, S. Defense Stamp Free. 


This offer ends Janaary 3let, 1942 a 
SO er ae 
Typical of the use of defense stamps as 
a premium is this newspaper copy for 
Armour & Co., featuring a 10-cent stamp 
with the purchase of a package of 
Vegetole shortening. Many advertisers 
are turning to this type in lieu of pre- 
miums now scarce. 


from $5 to $15 in stamps for 
sketches submitted through the 
Uncle Don participating program 


over WOR, New York. 
Loew’s Offers Bonds 

Loew's theaters is current!yv coj- 
ducting a letter contest in Jeede- 
tion with two Paulette Goddard pic- 
tures, “Nothing But the Truth” and 
“Hold Back the Dawn,” with ten 
$50 bonds as prizes. The Loew 
organization is also offering $2,000 
in bonds as prizes in a competition 
open to theater managers and their 
assistants. 

One of the most spectacular pre- 
mium promotions conducted re- 
cently was brought to an end by 
C. F. Mueller Company, which of- 
fered an income tax guide for ten 


‘cents and a package wrapper. 
Absent from the premium field 
for the past eight years, Muelle! 


reentered the ranks with its novel 
offer, which was promoted in New 
York, Boston, Philadelphia and 
Pittsburgh newspapers and a re- 
gional CBS network news broadcast 
plus a news program over WEAF, 
New York. The drive ran for two 
weeks. Minimum return for a sin- 
(Continued on Page 36) 


Every day ~ between 10a» 
and 4 p» S ~ 80% of the Los 
Angeles street car and bus 
“Sse riders are women 
These 84500 family purchasing 
agents ride to shoppi!'g 
centers "for clothing, - 
shoes, furnishings---return to 
Suburban “~~ shopping ateas 
for food, drugs, cosmetics 


_When they ride they relax. 
“e. When they relax they 
read your Message. ».\' 


For complete details 
and rates, write ~ 


“~ 
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AD DOLLAR, 


= 


rTwrwTVw = es ea YY 


FIRS 


GC FOO OC 0 iLL a a" 


‘100,107 AHEAD 
| SAME PERIOD 194 


HIS is a snug performance any time, and 
; particularly significant under today’s con- 


0 ditions. How come these gains? Simple as 
A-B-C: 


ee ee ee 


CONCENTRATION AMONG YOUNGER 
WOMEN ... younger beauty-conscious women 


: | ... younger buying agents, buying for expanding 
if homes and growing families. 


BE MORE COVERAGE FOR AD DOLLARS 
... More circulation for your money . . . more 


ee = a= 


; on base rate, plus a lot more on bonus. 


1G MORE READER BUYING POWER .... 
Increased buying power these days in the mass 


market . . . fatter pay envelopes. 


680,000 


Estimated Bonus, February 1942 issues 


Total net paid a ee Judy's military suit, cap and 
2,930,000... largest in our history. bag in sizes 9 to 15, $22.95. 


at GIMBEL BROS., New York 


Young... Married...‘Judy O’Gradys”’ 


MACFADDEN WOMEN’S GROUP 


TRUE ROMANCES e« TRUE EXPERIENCES © TRUE LOVE © RADIO MIRROR © PHOTOPLAY 


Bee ig ee 
Pies ‘tes 


= 4 z : a ~ 4 ele! oe ih, p Re i +9 : 7 . eee 
a es ’ % ct ; Ly a ES es 2a te ad Sate. Kd s ~. A peers ee es. iat 54 “ ; il 
eh ,' ‘ ai : a Sa. ee ” 3 ey ma re m e A le eee ges Ss stage es 
, i 3 ae 
, seems =A 
WA 
oe 
{ sie ie sae 
) ne 5 Soar 
a aie eae 
SR a ae < dle 
ayia cc oh / ad ae 
ss * ee 
_ . ey a 
YJ 
a4 am 
A 
we ~. % * 
wee . & ; 
% 
was ae 
7 eke 3 eT, 
| he cas 2 Pa —— e i pak 
i; r ~e < < 1 
— gi ay 2 wT 
ay . 4 a 
pe Ra, ¥ ang 
Sy < we 
made, a 
eis ates - 
a a Ri: 
: a aes j 
| — : 7 - ae i 
Aor oe ‘id / | a a hae - , 
. MU EE) et) oii, ey oe 2 ee 7 3 * 
oe ee ere hia: a ene i <_ ry oa ae a ee a 
ee GR a: Sito ape eee uae a re hee 
es mooie Wis ree = teehee : = 
oa - ec, a ee. se : . 
= See i Ya aE 
ee a he bg 7 ee ae ag = 
; ir 
oo o = 
| i . *, 
7 | 
Se, ell aa ee a ee 
oA awapemil ee eee Ss ‘ > in ee 
2 ab = et - 
Ee eer iow = ' a  . & 
ee ise a i - 2 2 
ee : 7 ~~ ‘aa 
wy a - - oe oo ae a 
Si Fa! 
F Be ilgiok = aes v4 ta # 
z = ee ee ee A : , 
bee) a . * lack ae aa. * 
a Ee “ a . i - - 
as “a> a , 
’ san bar ise |: ae ty, : : ae ae 4 
cs iy 2 ia Bac Bo aed Sai. Pt 
i: aor wy x y pel " - . Te cal a 
2 C—O ace <a tk 
ae fe? eee fe See gaa 5 a ita ee 
se aa a on eee Paves 
1 MN ele ———e . |. eae, er : 
aly a . ——— Det a al aa 2 ia a “wie ee, 
ae cle a as # aia : ree Ft lee s Et. ie 2. ne i 
a os 3 " 7 : < rey aaa “sy i 7 7 es eee lites A ca 
’ a eat a ek 
‘. Prices Poe ae a 
ae a ee et + : 
fe. Ge iit oo ee ay, | ee a 
ahaa Do eee. eget oe j co ae oe 
ae: re | | a es . ae a « 
. = nee ae | z a fet 2 ee : ee 
ee ee ee ee a I i all ; ie 
nies S a mae: ee 
‘ : 
hy wage oa : 
ae a A al wie Po an 7 
; > re y /. a Hern = 5 ma a <7 
rae) oe. ee vr 
* a a oe ‘ g Ce a Oni 
7 " a rd Mee fi es d ig x 3 eer ene 
y %s an oe i 3 :: a fog Priva 
a ; : bere wi Bias 4 i” me Pes 
: es Ae ee oy a : 
7 Pe ai! ays a" 
: a ; ; 
, at bas : 
aaa 7 
met aN es 08 
ge ee 
Figs is ae ree 
- athe eee 5 _ a Pele Heel ey in ee ke 
6 NOE eh a SRE cs ee a A ae 2 os They eae 
Ee ee a Ol ae ee a, 
~ si at ae one SS Te ila ig ere a 
Y in id tie E ee ae aie" ? : 
} aoe “4 4 aon. a fa o en ; |) i 
Ae en ee ae om 
. ‘ . 
= , : 
; “ @ tate 
‘i. er 
ss iis tas 
‘ ee 
: ey, 
“ete 
; eo 
ae 
‘ ; ee 
dose 
ae 
sae 
Pt ¥ 
| - 
me 
. ; "4 
: as a 
Pind fz ae € 
eer ; ig 
Sr ee baa y heck eae ar” 9 eagle te a a ee oe Fg ae yo a ; a ” Ro eS ae ee ey ue OS ea Ey ee oe) ee Poe... en 
soe, oe ee res: dy oe piss > fe ae votes pal i ak EN ia ak ote, ote 2 2) uae Silas) Fai Nar de eye Peas Pipe ce? er ce eae zi ie * 
9 s ge eer ke = ke A ; oe ae 2. eae ee” ae Sat Bos oe ae aT a ey a. ee ey cate Diese. a Wag BG a oe ate er ag ie 


iat 


ADVERTISING AGE 


ee 16, 1942 


LaRoche Announces 


Makeup of New 
Ad Council 


Dr. Miller 
Named Managing 
Director 


| cultural 


McClintock 


| Sales 
| tional 


| groups 


” 


and techniques” the interests rep- 
resented pointed out that their 
combined facilities are those which 
can help shape the thinking 
actions of the public. Sponsoring 
are the ANA, Four 
ANPA, NPA, NAB and OAA. Af- 
filiated organizations include the 
AFA, ABP, DMAA, NIAA, Agri- 
Publishers Association, 


A’s, | 


and | 


 Pesiotenttor ediastty 


Due for Conversion 

The War Production Board 
drafting orders for 
typewriter 
sion of the 


is 
curtailment of 
production and conver- 

industry to armament 


| output. Exact orders have not been 


| tual 


Advertising Typographers of Amer- | 


International Affiliation of 
and Advertising Clubs, Na- 
Business Papers Association 
and the National Editorial Associa- 


ica, 


| tion. 


New York, Feb. 13.—Official 


or- | 


In the adjoining columns ADVER- 


ganization of the Advertising Coun-| T1IsInc AGE reproduces the pictures 


cil was announced today by Chester | 
J. LaRoche, Young & Rubicam, as| 
a coordinating agency which will} 
place the facilities of national ad-| 
vertising at the disposal of the gov- 
ernment to help in the total war 
effort. Six associations were named 
sponsors of the Council, with 
other groups as affiliated organiza- 
tions. Dr. Miller McClintock, well 
known to advertising for his work 
with the Advertising Research 
Foundation and Traffic Audit Bu- 
reau, and more recently in charge 


as 


of the Can Manufacturers Institute, | 
has been named full-time manag- | 
ing director of the Council. 

In offering advertising’s “talents | 


of 11 of the executives selected to 
represent the Four A’s, ANA and 
media groups on the new Council. 

Additional representatives named 
by Mr. LaRoche include: 

Agencies, Don Belding, Leo Bur- 
nett Company; advertisers, N. H. 
McElroy, Procter & Gamble; Charles 
Mortimer, General Foods; outdoor, 
Kerwin H. Fulton; newspapers, L. N. 
Noyes, Globe, Ironwood, Mich.; 
magazines, Fred Bohen, Meredith 
Publishing Company; radio, John 
Elmer, Station WCBM, Baltimore; 
and retail advertising, J. L. Palmer, 
Marshall Field & Co. 

Offices will be maintained in New 
York and Washington. 


issued, but it is expected that even- 
reductions will amount to 40 
per cent for standard machines and 
80 per cent for portables. 

Typewriter manufacturers can 
produce such ordnance items as 
small arms ammunition, fire con- 
trol instruments, pistols, and parts 
for aviation § instruments. Some 
companies have been engaged in 
this work on a modest scale. Sub- 
committees on curtailment and con- 
version are now preparing recom- 
mendations for WPB. 


Buys Texas Papers 

Leo E. Owens of Carmel, 
and former publisher of the 
patch and Pioneer Press, St. Paul, 
Minn., has bought the Herald, 
Brownsville, Tex.; Monitor, Mc- 
Allen, Tex.; and the Valley Morn- 
ing Star, sartingen, Tex. 


Richardson Seaven Seeds 


H. J. Richardson, Jr., formerly 
vice-president and radio director of 
Russel M. Seeds Company, Chicago, 
has resigned to return to the Chi- 
cago Recording Company. 


Cal., 


@ With all due respect for the virtues of modesty, we'd like. 


this once, to cast modesty aside and mention a fact that more 


and more agencies and advertisers are coming to recognize. 


To wit: 


Free & Peters knows, or can quickly get, the answer to almost 


any problem you may have concerning radio advertising! 


Yes, 


Overstatement-—until you 


spend all their time with radio: 


consider that 


we know that sounds like one for the Department of 


our 15 good men 


that our cumulative experi- 


ence in radio and advertising totals more than two centuries: 


and that each of our six offices maintains a fine data library. 


We'd like nothing better than 


questions. 


Why not givé us a try 


taking a shot at your radio 


just to see how we work 


in this group of pioneer radio-station representatives ? 


IREE 


Franklin 6575 Plaza 5-415) 


Pioneer 


CHICAGO: ro N. Michigan MEW YORK: 24> Pert Ave DETROIT: New Center 


& PETERS. 


Radio Station 


Sumce May, 1932 


Trinity 2-8444 Sutrer 4555 


SAM FRANCISCO: |; ; Setter HOLLYWOOD: 151:2N. Gorden ATLANTA: 522 Palmer Bidg 


EXCLUSIVE 


REPRESENTATIVES: 


WGR-WKBW . . « BUFFALO 
wceky.. . CINCINNATI 
KDAL ° dy Ab. 
ht oo 


RGO 

wi INDIANAPOLIS % 

WKzO. KALAMAZOO- ae rye? ¢ RAPIDS | 
MBC 


~ 
ay 


K ANSAS CITY 
WAV wOUISVILLE 
WTCN “MINWEAPOLIS- ST. PAUL 
wes PEORIA 
KSD . ST. Louis 
| WFeL . « SYRACUSE 
1OWA... 
) wHo . DES MOINES 
| woc ° DAVENPORT 
KMA . . SHENANDOAH 
-- SOUTHEAST... 
| we . . CHARLESTON . 
| wis . COLUMBIA | 
| WPTF ° RALEIGH | 
' wos ° . . ROANOKE | 
: .. SOUTHWEST... ‘ 
| KOMA OKLAHOMA, grry ee 
KTUL LSA & 
ee -PACIFIC COAST... : 
KARM ‘ . FRESNO F 
KEC . . . LOS ANGELES 
KOIN-KALE. PORTLAND 
KROW . OAKLAND. SAN FRANCISCO | 
KIRO . . SEATTLE 


' AND 
4 WRIGHT-SONOVOX, 
Wessun 

| \ ( . 


INC. 


Representatit es 


Gladstone 3949 Main $667 


Dis- | 


——— 


ADVERTISING COUNCIL SET TO AID UNCLE SAM 


A. H. Kudner 


R. Gamble Paul B. 


H. B. Thomas A. O. Buckingham 


A distinguished roster, including these 


vertising Council appointed to maintain a close liaison with Washington. 


P. W. Kesten A. E. Winger 


West C. J. LaRoche 


@) 


W. G. Chandler 


H. W. Roden 


11 executives, comprises the new Ad- 


Pro- 


duction czar Donald Nelson, who supported the plan for a unified group, has 
informed these industry leaders that WPB anticipates no curtailments on adver- 
tising, but that the industry will be expected to use the same genius used in 


selling goods to market the idea of conservation. 


Chester J. LaRoche, Young & 


Rubicam, is the council chairman and also will represent the Four A's along with 


Mr. Kudner, president, Arthur Kudner, Inc., 


J. Walter Thompson Co. 
Mr. Gamble, managing director of the 
senting newspapers is Mr. Chandler, 


Mr. Kesten, 
includes Mr. 


Roden, 


dent, Centaur Co. 


Mr. West, ANA president, 


Scripps-Howard Newspapers; 
Mr. Winger, executive vice-president, Crowell-Collier Publishing Co.; 
CBS vice-president and director. 
president and general manager, 
Mr. Buckingham, vice-president, Cluett, Peabody & Co.; 


and Mr. Young, senior consultant, 
is council secretary and 
Four A's, is assistant chairman. Repre- 
magazines, 
and radio, 
The trio representing the ANA 

Harold Clapp, Inc.; 
and Mr. Thomas, presi- 


Plans for the over-all council first were broached at last fall's 


joint ANA-Four A's meeting at Hot Springs. 


Drug Wholesalers 
Indicted on 
Anti-Trust Charge 


Newark, Feb. 10.—Alleging that 
fair trade contracts had been used 
in a manner not contemplated by 
the Miller-Tydings Act, a federal 
grand jury indicted the National 
Wholesale Druggists Association, 23 
of its members and 29 officers and 
agents on a charge of conspiring to 
violate the Sherman Anti-Trust Act. 

The indictment charged that the 
association, whose members handle 
80 per cent of the country’s whole- 
sale drug volume, forced manufac- 
turers to fix prices to be paid by 
wholesalers at levels demanded by 
them. This was the net result of 
association activities, according to 
the indictment, though three differ- 


ent “stabilization plans” were em- 
ployed. 
In one of these the wholesaler 


acted merely as agent between man- 
ufacturer and retailer, but guaran- 
teed the latter’s credit. In another, 
it is alleged, manufacturers were 
asked to announce suggested whole- 
sale prices, while a third provided a 
manufacturer-wholesaler fair trade 
contract plan establishing minimum 
wholesale prices. 


Chicago Dairymen 
O. K. Assessment 
for Advertising 


Chicago, Feb. 12.—Initial steps 
looking toward a $150,000 campaign 
to stimulate consumption of milk in 
the Chicago area and surrounding 
sections were taken by the Milk 
Foundation, Inc., this week, when 
dairymen and distributors agreed to 
an assessment of one cent per 100 
pounds for promotion. 

Paul F. Deysenroth, executive sec- 
retary of the Foundation, said that 
a month or more will elapse before 
actual collections can start and thus 


assure the reality of the sectional 
campaign in Chicago and nearby 
areas in Illinois and southern W's- 
consin. In the meantime, it 1s 
doubtful if an advertising agency 


will be appointed. 
It is possible that a campaign 4l- 


ready drawn up by the Nat il 
Dairy Council will be used, with o! 
without alterations to give it ‘he 
desired local color. In any e t 


newspapers will be the primary me- 
dium, it was indicated. 


Fairall & Co. Moves 

Fairall & Co., Des Moines ; 
tising agency, has moved to e“ 
auarters in the Liberty bldg. 


MEN TO TRAIN?..then let 
TLLUSTRAVOX ~ 


ILLUSTRAVOX DIV. MAGNAVOX CO.. INC., 


FOR QUICK ACTION WRITE BUILDING A-6 
FORT WAYNE. 
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Where did he get 


Reading was the whole of Abraham Lincoln's education. As a boy, 
he said: «My best friend is the man who'll git me a book I ain't read.”’ 


his ideas about SZAVERY 7 


Tue neighbors all said he read too much. 


He was an industrious boy—a hard worker in 
the field. It was a pity, they said, he wasted so 
much time over books. 


He would read late into the night, any book 
he could lay hold of. Who knows what thoughts 
galloped through his mind? Or from what page, 
in his midnight reading before the dying fire, 
came the first inspiration for those words: 


"A house divided against itself cannot stand. I 
believe this Government cannot endure permanently 
half slave and half free.” 

’ y 
EADING was the whole of Abraham Lincoln’s edu- 
cation. All the schooling he ever had amounted 
to not more than a year. 

Today, no less than in Lincoln's time, the habit of 
reading is democracy’s greatest, most powerful ally. 

On a vaster scale than any other publication in 
America—THE AMERICAN WEEKLY, the magazine 
distributed from coast to coast through 20 great 
Sunday newspapers, has fostered and encouraged and 
fixed this habit of reading among the people. 

It has done this by developing an editorial technique 
more far-reaching in its influence than many inventions 
that have been patented. 


Through this remarkable editorial technique— THE 
AMERICAN WEEKLY brings the world of thought and 
imagination within the grasp of millions. 


It gives honest recognition to the hunger for ro- 
mance, adventure, sensation, excitement, in millions of 
lives. Its stories from real life about love, crime, in- 
trigue and emotional adventure bring color and glamor 
to multitudes of hard-driven humanity. 

It tells, in simple language, the splendid truths of 
science, history, biography, art, religion, making them 
fascinating and memorable to all types of minds. 

It is in this way and through this means that THE 
AMERICAN WEEKLY has become the reading habit of 
more than 7,300,000 American families. Begun on Sun- 


THE 


Greatest 
Circulation 


in the World 


day, when the whole family is at home and at leisure, 
it continues to be read right along through the week, 
by every member of the household who is old enough 
to read at all. 

The national advertiser who associates his product 
with such an institution is tying it up with the greatest 
known force in advertising. He is making his advertis- 
ing message, like the rest of THE AMERICAN WEEKLY, 
the reading habit of more than 7,300,000 American families. 

[ THE BIGGEST BUY IN ADVERTISING 


| A cycle of 13 BIG COLOR PAGES in The Americon Weekly at 

| $18,000 each, or a total of $234,000 (less 4% discount), to run 
every fourth week throughout a yeor, represents the greatest 
consumer ond dealer force in the entire field of advertising. 


| 
| 
| 


| 
| 
J 


ERICAN 


WEEKLY 


“The Nation’s Reading Habit” 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Buoc., Curcaco ... 5 Wixtunor Sguane, Bostos Ancape Bive., St. Lous... Hanna Bunc., Crevetano 


Gexenat Moross Bupc., Derrorr... 101 Manterta St., Attanta...Eotson Bune., Los Anceres... Heanst Bipc., San Francisco 
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Oil h Industry 
Maps Program for 
Individual Firms 


Advertising to Take 
Voluntary Form, War 
Council Decides 


Washington, D. C., Feb. 12.—Oil 
conservation efforts by the petro- 
leum industry will take the form 
of a voluntary program by indi- 
vidual companies, rather than an 
industry-wide campaign supported 
by contributions, according to a 
plan issued this week by a special 
committee of the Petroleum Indus- 
try War Council. 

The council, formed soon after 
war’s outbreak to cooperate with 
the government in all phases of the 
petroleum problem, will distribute 
to all oil companies in the country 
a brochure containing a variety of 
suggestions for encouraging con- 
servation through every type of ad- 
vertising media. 

Two. slogans 


are destined for 


widepread use as the result of the 
council’s program. One is “Oil Is 
Ammunition—Use It Wisely,” and 
the other “Care for Your Car—for 
Your Country.” Both the slogans 
and the program they represent 
evoked high commendation from 
Petroleum Coordinator Harold L. 
Ickes. 


To Use All Media 


Publicizing the need for voluntary 
prevention of waste of petroleum 
products by motorists will assume 
every conceivable form. The coun- 
cil’s brochure includes a sample let- 
ter to employes, house organ story, 
suggestions for point-of-sale dis- 
plays, and copy for newspapers, 
magazines, farm papers, radio com- 
mercials, and outdoor posters. 

The council’s rough estimates of 
the potential impact of its drive are 
pictured by annual oil company ad- 
vertising expenditures of $7,500,000 
in newspapers, $6,500,000 for out- 
door posters, $6,000,000 in radio 
time, and $4,600,000 in magazines, 
to say nothing of such miscellaneous 
media as road maps, windshield 
stickers, postage meter imprints of 
slogans, and station signs. 

The program is divided into two 
parts, the first stressing the need for 
conservation because of the war- 
time demands of the armed services 


for petroleum products, and the sec- 
ond arising from the shutdown on 
tires and new automobiles. As to 
the second part, major companies in 
the industry have been devoting a 
portion of their advertising to urg- 
ing tire and car care, but it was felt 
that an industry-wide slogan with 
a patriotic twist would get better 
results than allowing each company 
to go its own way. “Care for Your 
Car—for Your Country” is expected 
to aid in performing the task of sell- 
ing the conservation idea to the 
motoring public. 

For reasons of economy, no 
printed material except 24-sheet 
posters is being supplied individual 
companies. Details of the poster 
plan will be forwarded to advertis- 
ing managers in the near future. 


Gardner Consulted 


Plans for a program of public 
information on the services of the 
New York Stock Exchange and its 
members are being developed by 
the Association of Stock Exchange 
Firms. Plans are being worked out 
with Gardner Advertising Company, 
St. Louis, but no decisions have 
been made on media or dates when 
advertising will start, and the cam- 
paign is still in a formative stage, 
according to James F. Burns, Jr., 
president of the association, 


Against ASCAP 


“For a Flying Start" 
specify 
THE SEAL OF 


LITHOGRAPHIC MERIT 


CONTINENTAL 


LITHO. 
core. 


THE SEAL OF LITHOGRAPHIC MERIT 


emma n, 


WOW Files 


Suit for $298,319 | 


Omaha, Neb., Feb. 13.—Claims | 
which attorneys said would aggre- 
gate almost a million dollars were 
involved in a suit filed in district 
court here yesterday by Station | 
WOW against the American Society 
of Composers, Authors and Publish- 
ers asking triple damages of $298,- 
319 because of royalty payments to 
the Society. 

Counsel for the station operated 
by the Woodmen of the World Life 


Insurance Society said similar 
claims by others, under the Ne- 
braska law, would raise the full 


amount to the million-dollar figure. 
WOW seeks reimbursement for roy- 
alties paid for songs and music un- 
der protest. A Nebraska statute 
adopted in 1937 bars allegedly mon- 
opolistic practices of the Society and 
this state law was upheld in the 
United States Supreme Court last 
May. 

The petition called attention to 
“all others similarly situated” in the 
state and, on behalf of WOW alone, 
asked triple damages and interest 
during the intervening years while 
the law was in dispute. 


John J. Gibbons, 
Canadian Agency 


Founder, Dies 


Toronto, Feb. 10.—John J. Gib- 
bons, founder of the agency whose 
slogan is internationally known, 
“Gibbons Knows Canada,” died here 
Feb. 4. 

Before forming his own agency, 
J. J. Gibbons Limited, Mr. Gibbons 
represented Canadian publishers in 
New York, later becoming associ- 
ated with the Vapo-Cresolene Com- 
pany, New York, in Canadian sales 
work. A consistent advertiser on 
his own behalf, he publicized the 
Gibbons slogan regularly for many 
years in ADVERTISING AGE and other 
business papers. 

Although a native of the United 
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| the volume of 


COCA-COLA ENLISTS _ 


1917 


> WORLD WAR 1 
1942 


History repeats ieself in World War TM Sugar har be 
called 0 war agun Our government has revencted 
wee of sugar for all Naturally, char wnctudes 4 


With this large-space advertisement < 
a one-time shot in metropolitan new.- 
papers Coca-Cola Co. explains that b.- 
cause of sugar restrictions it must reduc» 
"Cokes" but that th: 

character “wili be unimpaired.'’ Patien: » 
is asked of consumers and deale: 
Bottlers used the same copy last week 
more than 1,000 dailies and weeklies. 


2 


States, Mr. Gibbons later became a 
citizen of the Dominion. His agency 
operated offices in half a dozen 
Canadian cities as well as the cen- 
tral office in Toronto. 
PARIS PINTO 

Atlanta, Feb. 10.—Paris Pinto, 46, 
head of the Pinto Advertisi 
Agency, died here Jan. 31. 


Schick Stipulates 


Schick, Inc., Stamford, Conn., 
has agreed to a Federal Trade Com- 
mission stipulation to cease repre- 
senting that its electric shavers 
equipped with the “Whisk-It” at- 
tachment are the only shavers able 
to catch and retain beard clippings. 


7a 


Gets Lyme Account 

The Chamber of Commerce of 
Lyme and Old Lyme, Conn., has 
named Yankee Writing Service, 
Guilford, Conn., to direct its adver- 
tising. 


RETAIL 
SALES 


UP 18% IN 
WORCESTER 


1941 Figures Hit 
All-Time Peak 


than for 1940. 


1929 
1933 
1935 
1939 
1940 
“1941 


Preliminary Figures 


daily. Population: 


WORCESTER'’S increased industrial activity throughout 1941 pushed 
this city’s retail sales up to a new high of $122,914,700 
above the figures for the lush year 1929, and 18 per cent higher 


This increasingly prosperous market is covered by The Telegram 
Gazette ALONE. Circulation more than 134,000 average net pai 
City 193,694. 


by EWING CALLoway, N.Y 


far 


RETAIL SALES — WORCESTER, MASS. 


Source: U. S. Census Bureau 


$109,101,000 & 

54,597,000 BS 
77,326,000 
92,834,000 
104,165,000 
122,914,000 


City and Retail Zone 440,77C 


The TELEGRAM -GAZETTE 


WORCESTER MASSACH USETTS 


CGeorce F. Boorn, 


OCK and ASSOCIATES, 


Publshh- 


NATIONAL REPRESEN 


_ OWNERS of RADIO STATION WTAG 
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DAILY NEWS PLAZA: 
DETROIT OFFICE: 


Do You Get Triple Reading 
kor Your Advertising Dollar? 


C IRCULATION is what an advertiser pays for. But it is 
only the portion of the circulation which becomes his 


audience that pays him. 


The first measure of a newspaper's value and power as an 
advertising medium is audience - per-copy. Audience-per- 
copy means the number of people who read a single copy. 
The kind of people who read it. 


And where and when 
they read it. 


A single reader for a single copy is limited audience. A 
skimming reader, reading hurriedly, is distracted audience. 
* * * 

The Chicago Daily News gives an advertiser's products and 


services maximum audience. As a home newspaper The 


Daily News averages 3 readers for each copy. 
They read The Daily News more thoroughly —at HOME. 
They read The Daily News more thoughtfully —at HOME. 


The families who give The Daily News such warm and con- 
stant welcome represent a reader-community of 1,250,000 
home-devoted, eager minds. And, having the means to buy 
and the need to buy to maintain an ambitious standard of 
living, they are, as a group, the preferred audience of 


Chicago. 


These are some of the reasons why the least sensational 


newspaper in Chicago does the most sensational selling job! 
£ § 


In 1941 The Chicago Daily News carried more General 
Display Advertising than any other newspaper published in 
the United States — morning, evening or Sunday.* This 
leadership has been maintained since 1938—a remarkable 
vote of confidence by advertisers based on experience and 


demonstrated sales response! 


“Reported by Media Records. Liquor linage omitted. 


AUDIENCE-PER-COPY — that's what counts! 


THE CHICAGO DAILY NEWS 


The Newspaper of First Importance 


In the Important Chicago Market 


400 West Madison Street, CHICAGO 
7-218 General Motors Building 


° SAN FRANCISCO OFFICE: 


° NEW YORK OFFICE: 


9 Rockefeller Plaza 
Hobart Building 
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Chicago to Hold . 
War Conference 
for Marketers 


Chicago, Feb. 12.—Advertising 
and sales executives will have the 
opportunity for an organized attack 
on war problems April 10 and 11 
when the first Wartime Mid-Conti- 
nent Sales and Advertising Confer- 
ence will be held here under the 
auspices of the Chicago Federated 
Advertising Club. The Hotel Sher- 
man will be the scene. 

To insure a realistic 
the club has asked 8,000 sales and 
advertising managers to state the 
most urgent problems confronting 
them. These tactical queries will be 
answered at small working clinics 
where those present have common 
interests. A few of the subjects on 
the tentative agenda are shifting 
markets, how to avoid wholesale 
liquidation of sales and advertising 


staffs, and how to meet new pack- | 


program, | 


aging restrictions. Not only men on 
the firing line, but government tal- | 
ent from Washington will be pres- | 
ent to offer their advice. 

Some of the clinics will be de- 
voted to the specialized problems of 
media. Missing completely will be | 
ballyhoo and entertainment, accord- 
ing to William B. Carr, of Time, | 
club president. 

“We will concentrate on extract- | 
ing and distributing information 
which will help to gear the market- 
ing branches of business to maxi- 
mum efficiency with minimum con- 
fusion and lost motion,” said Mr. 
Carr. 


‘Wenban Leaves S&4M 


Robert Wenban, vice-president of 
Sherman & Marquette, Chicago, has 
been called to service with the gov- 
ernment. 


Handles “Liberty” Sports 
Bill Cunningham, noted sports- 
writer and sports columnist for the 
Boston Herald, has been appointed 
sports editor of Liberty, New York. 


Stahlman Tells 
Opposition to 
Sponsored News 


Washington, D. C., Feb. 12.—Op- 
position to commercial sponsorship 
of news broadcasts was expressed 
today before the Federal Communi- 
cations Commission by James G. 
Stahlman, publisher of the Nash- 
ville Banner, at a brief hearing in 
the FCC investigation of newspaper 
participation in radio. 

Mr. Stahlman, former president of 
the American Newspaper Publish- 
ers Association, was the center of a 
controversy stretching back more 
than six months. Upon advice of 
Elisha Hanson, ANPA counsel, he 
failed to appear when subpoenaed 
as an FCC witness last August. 
FCC gained a court order forcing 
him to testify but a circuit court of 


\ 


‘ 
Col Shane YOU'LL SEE A 


LOWER COST THAN WTAM’S 
?.000073 Aeé FAMILY 


WTAM, with its 50,000 Watt Coverage of over a million and a quarter 
families, not only reaches more families, but costs less per family. 


Here’s how to figure it: 


Divide the 15 minute Daytime Rate of each 


Cleveland Station by the number of families each claims in its Primary 


Area. 
veys. 


Then Compare Costs. 
All the surveys. 


has .. morning, afternoon and evening. 


More listeners. That's why WTAM is first choice in Cleveland with all 


smart time buyers . 


WTA 


. coast to coast. 


50,000 WATTS 


N 


But don’t stop there. 
Compare the number of listeners each station 


Look at the Sur- 


NBC RED NETWORK 
OWNED AND OPERATED BY NBC 


B 
REPRESENTED NATIONALLY \°// BY SPOT SALES OFFICES 


| the voluminous record upon identi- 
fication by other witnesses, 
Cohn had few questions to ask the 


appeals decision upholding the low- 


er court view went on to say that 
FCC has no power to bar newspa- | 
pers from broadcasting. 

At today’s hearing, Marcus Cohn, 
FCC attorney, explained that Mr. 
Stahlman was called originally to | 
identify various exhibits. Since | 
most of them were admitted into | 


Mr. 


_Tennessee publisher. Most of them | 
_ concerned the early days of news | 
| broadcasting. | 


Fly Opposes Evidence 


Before the witness was called, 
Mr. Hanson asked that the court of | 
appeals decision be made a part of | 
the record. FCC Chairman James | 
L. Fly, making one of his rare ap- | 
pearances at the hearings since the | 
commission completed introduction | 
of its own evidence, said that FCC | 
members had read the decision and | 
refused to enter it in the record. 

Mr. Hanson remarked: “I’m glad | 
they did, and I hope they under- 
stood it and enjoyed it as much as 
I did.” 


opposed commercial sponsorship of 
news programs from the beginning, 
and that he had not changed his 
opinion. He also expressed the 
opinion that in “999 case out of 
| 1,000,” newspapers give a_ fairer 
| presentation of the news than radio. 


Cites AP Resolution 


The publisher told of offering the 
resolution which the Associated 
Press adopted in 1933 by which AP 
news was made available to local 
stations but not for network use. 
He added that he became interested 
in news broadcasting back in the 
early days of radio when there was 
“a rather general system of the 
theft of news.” 

Mr. Stahlman is now a lieutenant- 
commander on active duty in the 
public relations section of the Navy 
Department. Pursuant to wartime 
rules, he appeared in uniform, but 
Mr. Hanson explained that he was 
testifying as an individual and not 
as a government official. Hearings 
were recessed indefinitely at the 
close of the session, just as they 
were last week. Beyond the possi- 
ble addition of minor testimony 
and exhibits, the hearings are 
ended. 


Bolan Heads Club 


Charles W. Bolan, advertising 
manager of Carter Carburetor Cor- 
poration, was installed as president 
of the St. Louis Industrial Market- 
ing Council, NIAA affiliate, at the 
group’s annual installation party 
Feb. 13. Installed with Mr. Bolan 
were Schell Furry, National Type- 
setting Company, vice - president, 
and Oliver S. Imes, advertising 
manager of Century Electric Com- 
pany, secretary. 


Changes Firm Name 
Institutional Advertisers, Inc., 
recently formed to conduct an ad- 
vertising business in New York with 
Car Byoir as one of the incorpora- 
tors, has changed its name to Public 
Relations Advertising Corporation. 


Mr. Stahlman said that he had) 


GUARANTEE 
ATTENTION KENTUCKY MOTORISTS _ 


THE 


(exnmresee | 


wwe 
vm KENTOCET OUT OF S508, 
A YEAR, REWSPAPER ASSERTS 


$5000 BOND 
GUARANTEES 
THE HONESTY 
OF EVERY 


GASETERI/ 
PUMP! 


Today and Tomorrow, the Some os 


Testerday, Tou're Sere of Getting ALL You Pay For ot GASETERIA Service Sin any 


meow « oe Co exten om 


Reneterse ewes ed npecetes the owe namics Matinee enereimmg Gone! eaperwentne wee 


Garseteria WENTUCKY SERVICE STATION». 
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Gaseteria service stations in Kentucky 
lost little time between news reports 
about the loss from inaccurate gaso! 
pumps in the state and use of this larce- 
space newspaper advertisement pledg og 
the honesty of every Gaseteria pump. A 
Louisville Courier-Journal survey revealed 
the loss of $500,000 a year through pump 
shortages in the state. 


SNPA Directors 


Vote to Reduce 
Number of Pages 


Atlanta, Ga., Feb. 9.—Southern 
newspapers will contain fewer pages 
in the future, directors of the South- 
ern Newspaper Publishers Associa- 
tion decided at a meeting here yes- 
terday. Shortage of man power as 
well as a_ possible shrinkage in 
newsprint supplies contributed to 
the verdict. 

Newsprint will be conserved by 
greater condensation of news, the 
directors said. The result will be 
fewer pages per newspaper. At the 
same time active conservation of 
waste paper will be promoted. 

Growing shortage of men in the 
printing industry as a result of con- 
scription and the drift to defense in- 
dustries will be met by establish- 
ment of scholarships for women at 
SNPA-sponsored schools of printing 
in Dallas and Nashville. 


oe Outdoor Deadline 


Thomas A. Johnson, chairman of 
the Florida state road department 
and charged with enforcement of 
the 1941 billboard regulations law, 
has announced that individual com- 
panies which do their own outdoor 
advertising, have been given until 
April 1 to comply with provisions 
of the act, but commercial advertis- 
ing companies must buy licenses 
immediately. 


Mexico Names BM&4M 


The Government of Mexico has 
named Baldwin, Munson & Mann, 
New York, as its public relations 
representatives in the United States 
and Canada. Gregory Dickson, 
formerly publicity director of Walt 
Disney Productions, Hollywood, has 
joined the company’s staff. 


Patenteo 


0 o 
.is tops in attention value 


right out in front of shoppers at point-o 


work or any smooth surface — visible 
Small and compact, but carries a | 


... Gives 
a new touch of novelty to your advertising . . 
The hand holds a picture of your package or product 


same on both sides — easily and quickly attached to wood- 


MAGILL-WEINSHEIMER COMPANY 


1320-1334 Se. Wabash Avenue « Phone CAlumet 7200 « Chicago, Illinois 


—) 


f-purchase. Printed 


from various directions 
ot of selling power! 
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FEBRUARY 


Today MODERN INDUSTRY starts its second year. It is proper, therefore, to render a report 
to those who have invested in the magazine as subscribers, advertisers, and stockholders. 


THE PROPOSAL... 


MODERN INDUSTRY proposed to 
be the first industrial magazine 


edited for all kinds of management men in all manufacturing in- 
dustries. It proposed to assist its readers in solving their common 
problems — to help improve relations between employer and em- 
ployee and between industry and government; to increase produc- 
tion; to find new materials, new parts, new products, new equipment, 
new processes; to reduce costs; to improve customer relations. It 
proposed to render these services through a staff of experienced 


THE PERFORMANCE 


Twelve issues have been publish- 
ed. Here’s the record your pub- 
lication has made: 


PREDICTIONS: 


Three editorial departments in MODERN 
INDUSTRY predict the future, analyze 
the impact of events on industry’s 
short- and long-term outlook. 


NEWS INTERPRETATION: Answers the 
question: “What does it mean to indus- 
try?” Interprets industrial significance 
of outstanding news of the month. 


MODERN INDUSTRY LOOKS AHEAD: A 
monthly analysis and forecast of Pro- 
duction ... Prices .. . Interest Rates 

. Financing... Spending .. . MODERN 
INDUsTRY’s Monthly Indicator of In- 
dustrial Activity .. . Buyers’ Guide to 
Industrial Materials. 


GOVERN MENT & INDUSTRY: A monthly 
review and interpretation of important 
laws, rules, and regulations governing 
industry's operations — Priorities .. . 
Allocations . . . Rationing . . . Price 
Ceilings ... Contract Distribution... 
Taxes. 


Scores of prophecies have been made in these 
pages. Here are eight which aroused under- 
standable excitement: 


RATIONING . . . TOTAL WAR PRODUCTION: 
Predicted 10 months ago, April 15th, 
Page 9. 


“The U.S. is now definitely on a war 
economy basis. It is important that 
industry understand the implications 
immediately. 


“There will be no more ‘business as 
usual’, for all industry is now, or short- 
ly will be, on a war footing . . . In- 
dustry must produce more war ma- 
terials and produce them faster, put- 
ting every other consideration in the 
background eee 


“Seven billions for Britain piled on top 
of our previous defense program means 


RESULTS... 


These editorial services are re- 
sponsible for the reader inter- 
‘st, paid circulation gains, and 
advertising patronage accorded 
your publication. 


READER RESPONSE: To January 15th, 
92 (or during the first 11 months of 


min ng) your editors received 10,- 
46 uns. licited, spontaneously-written 
Comm 


cations from readers — asking 


for further information, commenting 
“® atticles and editorials, expressing 
‘onvictions, etc. We believe this is a 
"eW record for voluntary reader re- 
sponse 


industrial journalism. 


CURCULAT \ON: Without a single circula- 


) 

— Salesman, without a single news- 
"and salc, without a single premium, 
“ODER >. 


: INDUSTRY has enjoyed the 
‘4 

on gain in voluntary paid circula- 
in the manufacturing industries 


orders which cannot be filled without 
converting all important manufactur- 
ing industry into the arsenal of democ- 
racy The administration is figuring on 
a long war and business must adjust 
itself to the program. 


“This means much more spreading of 
defense orders to small shops and less 
industrialized sections; more priorities 
and rationing; curtailment of con- 
sumer-goods industries; price controls; 
shortage of labor.” 


JURISDICTIONAL STRIKES: Predicted 12 
months ago, February 15th, page 9. 


“The U. S. Supreme Court ruling, 
made this month, that anti-trust laws 
do not apply to labor disputes inter 
fering with interstate commerce will 
intensify jurisdictional disputes and 
strikes, hamper the Justice Depart- 
ment’s campaign against building bot- 
tlenecks, and increase Congressional 
agitation for laws to restrict labor in 
defense industries.” 


AUTO CONVERSION: Predicted 12 months 
ago, February 15th, page 12. 


“The automobile industry .. . will be 
the principal target of those who be- 
lieve that we should dedicate the tools 
and assembly lines of the automobile 
industry exclusively to the job of turn- 
ing out tanks and planes in a steady 
stream.” 


24-HOUR WORK DAY: Predicted eight 
months ago, June 15th, page 9. 


“The toughest days are just ahead for 
American industry. There will be a 
ruthless push for increased output. 
Non-essential business will be shoved 
aside whenever its facilities can be 
used for defense . . . The government 
will not be satisfied with any plant 
until it is working 24 hours a day.” 


WASHINGTON SHAKE-UP: Predicted eight 
months ago, June 15th, page 39. 


“ 


. . Another criticism, also not per- 
sonal, is that the dollar-a-year men in 
OPM have been too easy on industry 
— not so much that they have played 
favorites with their friends, but that 


ever accorded an industrial magazine 
as far back as the ABC records go. 
MODERN INDUSTRY reaches, every 
month, more than 50,000 management 
men (including paid and controlled 
circulation) in more than 31,500 plants 
responsible for approximately 89% of 
the total U.S. production. 


RECOGNITION: Twice during the first 
year, the National Broadcasting Co. 
put an editorial feature of MODERN 
INDUSTRY on the air as a public ser- 
vice. A debate on compulsory arbitra- 
tion, arranged and presented by Mop- 
ERN INDUSTRY, featuring Congressman 
E. E. Cox of Georgia and Mr. Paul 
Felix Warburg, was broadcast over the 
Blue Network last February; and in 
November MODERN INDUSTRY present- 
ed an unrehearsed roundtable discus 
sion based on “The Industrial World 
of Tomorrow” (Nov. 15 issue) over the 
Red Network, featuring Dr. Willis Car- 
rier, Mr. Cyrus Ching, and Mr, Clar- 
ence Francis. 


During the year, 


138 newspapers and 


industrial journalists, who would travel with camera men as well 
as notebooks, who would personally check and double-check their 
findings. It proposed not merely to report the facts, but to interpret 
them, to prepare the reader to meet the future successfully. Finally, 
MODERN INDUSTRY proposed to deliver this service to the reader in a 
modern journalistic form which means brief, pictorial, colorful, 
graphic presentation to save the reader's time — to make his reading 
absorbingly interesting as well as usefully informative. 


* 


they have failed to impress on busi- 
ness men the tremendous efforts the 
defense program requires of them... 
Some tougher, less sympathetic, men 
very likely will be put in key positions.” 


PRODUCTION CHIEF: Predicted seven 
months ago, July 15th, page 9. 


“This will be a long war .. . Speed and 
more speed will be demanded 
Politicians will be increasingly ignored 
in favor of result-getting managers... 
Central authority must be vested in 
one production head. This must, and 
we believe will, come.” 


ASTRONOMICAL TAXES: Predicted four 
months ago, October 15th, page 40. 


“The $3.5-billion tax bill just signed by 
the President is only a starter toward 
paying for the defense program. There 
will be another bill this fall and prob- 
ably another next spring.” 


FORCED SAVINGS—YET TO COME: Pre- 
dicted four months ago, October 1 5th, 
page 51. 


“Forced savings are being discussed 
more and more in official circles, and 
a plan to strike directly at the cause 
of the price inflation by taking con- 
sumers’ money before they even see it 
is a real possibility for some time next 
year.”’ (see debate, MI, 1/15, P. 56.) 


PREPARING FOR THE FUTURE: 


It is not enough to see ahead, to fore 
see shortages of labor and materials, 
rising costs, taxes, rationing. The read- 
er wants to be prepared to meet the 
crisis before it arrives. And so your 
editors have presented comprehensive 
field studies to help the reader pre- 
pare for the future. For example: 


LABOR: Training for Defense... 
Women in Industry . . . How to Find 
Men and Jobs... Living at Work... 
Industry’s Non-Coms (Training of 
Supervisors). 


MORE OUTPUT: Tomorrow’s Plant Today 
(The Windowless Plant) Split- 
Second Heating (High-Frequency In- 


magazines published digests or reprint- 
ed complete articles from the editorial 
pages of MODERN INDUSTRY, largely 
because the information had been orig- 
inally gathered and interpreted by your 
editors. 


More than two million pages, reprint- 
ing material which appeared in MopD- 
ERN INDUSTRY, have been distributed 
by readers. This includes such vital 
articles as the “Priority Catechism”, 
“FBI says ‘Start Plant Protection 
Today—Here’s How’ ”, “Should a Ceil- 
ing Be Set on Prices and Wages?”, 
“How to Stay in Business”, “Training 
for Defense”, “Living at Work”, “Air 
Conditioning for Production”, “Wood 
Challenges the Metals”’. 


ADVERTISING: 132 leading experienced 
sellers to industry advertised in 
MODERN INDUSTRY during its first year, 
making a new high record for first-year 
advertising volume (in dollars) in the 
field of industrial journalism. (22 new 
campaigns are launched in the Febru- 
ary 15th, 1942, issue—which carries 55 


* 


* 


duction Heating) ... Coming: the Age 
of Electrons ... Metal from Guns... 
Saving with Salvage . . . Powder Met- 
allurgy The Inside Story (The 
Industrial X-Ray). 


TRENDS: Prefabricated Housing - 
What Plastics Can Do and Can't... 
Cloth and Paper (Laminated Plastics) 
. The Industrial World of Tomorrow 
. Wood Challenges the Metals (Plas- 
tic-Bonded Plywood). 


DISTRIBUTION: To Sell or Not to Sell 
(Alcoa's Blueprint for Postwar Sell- 
ing) . . . Selling to Boom Towns... 
Shipbuilding Towns Have You 
Stopped Selling? ... How to Stay in 
Business . .. Your Place in War Pro- 
duction (How to Get War Contracts). 


THE MAN BEHIND THE JOB: Who he is, 


what he is doing, how and why... 


Nelson .. . Knudsen . . . Batt 
Odlum . George » OW 2 et 
Murray .. . Green... Thomas... 
Sorensen . . . Gillmor... Hawkes. 
Joyce ... Currier. 


GIVING INDUSTRY A VOICE 
IN WASHINGTON: 


Each month MODERN INDUSTRY has 
presented a debate-in-print on a vital 
issue facing industry and the nation. 
Authoritative spokesmen have pre- 
sented opposing views, and ballots 
bound in the magazine have enabled 
the readers to express their opinions. 
Each month your editors render a re 
port to every Congressman and Sen- 
ator revealing industry's views as dis- 
closed by this vote. Thus, during the 
previous 12 months, the Congress has 
been advised that industry favors: 
Compulsory arbitration, paying as we 
go for defense, a federal sales tax, ceil- 
ings on prices and wages, stopping 
WPA now, merit rating in unemploy- 
ment insurance, a federal union of 
democracies; and, that industry is op- 
posed to: The St. Lawrence Seaway 
project, current regulations of highway 
transportation, overtime pay in war 
plants, resale price maintenance, and 
forced savings. 


pages of advertising from 85 different 
companies. ) 


PROFITS: Since December 31st, 1941 
your publication has been earning 
profits. Few, if any, magazines have 
forged ahead into black ink so quickly. 


THE FUTURE 


All industry, all management men in 
industry are facing the greatest chal- 
lenge in America’s history—to win the 
war by winning the battle of produc- 
tion. They are also facing the challenge 
to win the peace, to reconstruct and 
revitalize peaceful life in the world, 
with better health, higher living stand 
ards, and greater opportunities for all. 
To assist American industry to achieve 
these goals, the men and women of 
MODERN INDUSTRY dedicate themselves. 


15th, 


MODERN INDUSTRY ’ MAKES nn Is Nanual Report 


1942 


ONE YEAR OLD 
AND 132 ADVERTISERS 


During its first year MODERN INDUSTRY 
was chosen to carry advertising for these 
132 experienced sellers to industry: 


Acheson Colloids Corporation 
Frank Adam Electric Company 
Aget Detroit Manufacturing Company 
Alan Wood Steel Company 
Allen Manufacturing Company 
Aluminum Company of America 
American Hotel As ociation 
American Leather Belting Association 
American Optical Company 
American Rolling Mill Company 
Anaconda Wire & Cable Company 
Baldwin Locomotive Works 
Benjamin Electric Co. 
Biack & Decker Mfg. Company 
Blaw-Knox Company 
Bradley Washfountain Company 
Brandt Automatic Cashier Company 
Brown Instrument Company 
Burgess Battery Company 
Burndy Engineering Company 
The Burnside Company, Inc. 
Byers, Ine. 
Philip Carey Company 
Catalin Corporation 
Chambersburg Saqecoriag Company 
Champion Lamp 
Chicago Tool & Sootaceriee Company 
Chicago Wheel & Manufacturing rowmry | 
Clark Tructractor Div. Clark Equipment Co. 
5. M. Cleminshaw Company 
Climax Molybdenum Company 
Continental Diamond Fibre Company 
Crane Company 
Crescent Insulated Wire & Cable Co. 
Henry Disston & Sons, Inc. 
Dry-Zero Corp. 
Durez Plastics & Chemicals, Inc. 
Charlies F. Eimes Engineering Works 
Farwell Metal Fabricating Division of 
Farwell, Ozmun & Kirk Company 
Fate-Root-Heath Company 
Flexible Metal Hose & Tubing Institute 
Fostoria Pressed Steel Corp. 
Fruehaut Trailer Company 
General Electric Company 
L. H. Gilmer Company 
Gisholt Machine Company 
Goodrich Electric Company 
Graybar Electric Company 
Guardian Electric Company 
Gulf Oil Corporation 
Harbor Plywood Corporation 
H. M. Harper Company 
Heppenstall Company 
R. M. Hollingshead Corporation 
Homasote Company 
Howell Electric Motors Company 
Hyatt Roller Bearings Division 
Hygrade Sylvania Corporation 
IMinois Development Council 
International Correspondence Schools 
Keasbey & Mattison Company 
The Kirk & Blum Mtg. Company 
Koppers Company 
R. K. LeBlond Machine Tool Co. 
Lyon Metal Products, Inc. 
Manheim Mfg. & Belting Company 
Jas. P. Marsh Corporation 
McLaurin-Jones Company 
Mercury Mfg. Company 
Metalif@ing Company of America 
Metallizing Engineering Co. 
The Miller Company 
Minneapolis-Honeywell Co. 
Minnesota Mining & Mfg. Co. 
Modern Plastics 
Monsanto Chemical Company 
Morton Salt Company 
Muehthausen Spring Corp. 
National Electric Products Corgoration 
Nicholson File Company 
Norton Company 
North Brothers Mfg. Company 
Oakite Products, Ine. 
Onox Company 
Owens-Corning Fiberglas Corporation 
Package Machinery Company 
Packwood, H. G., Mtg. Company 
Pangborn Corporation 
Paramount Products Company 
Philco Radio & Television Corp. 
(Storage Battery Division) 
Albert Pick Company 
Pittsburgh Plate Glass Company 
Wm. Powell Company 
Protective Coatings, Inc. 
Railway Express Agency, Inc. 
Remington Rand, tne. 
Revere Copper & Brass, Inc. 
John A. Roebling’s Sons Company 
Ronald Press Company 
Rotary Lift Company 
Roxalin Flexible Lacquer Co. 
S K F Industries 
Sanderson & Porter, Inc. 
The Sanymetal or: Company 
Simonds Saw & Steel Co. 
Skilsaw, Ine 
Standard Pressed Steel Company 
Steel Storage File Company 
Sterling, ine 
Stonhard Company 
Sugar Beet Products Company 
Swartzbaugh Mtg. Company 
Synthane Corporation 
Taylor Instrument Companies 
Technical Plywoods, Inc. 
Timken Roller Bearings 
Tinnerman Products, Ine. 
Toledo Scale Company 
Twin Dise Clutch Company 
United Chromium, Inc. 
Vogel Peterson Company 
The F. W. Wakefield Brass Company 
Warren Webster Company 
The Watson-Stillman Company 
West Disinfecting Company 
Westinghouse Electric & Mfg. Co. 
Wicaco Machine Corporation 
Willson Products, Inc. 
The Wiremold Company 
Wright Mfg. Company (Div. of 
American Chain & Cable Corp.) 
Percival White Eng. Works 
Yale & Towne Mig. Company 


22 MORE START IN FEBRUARY: 


American Air Filter Company 

American Monorail Company 

Bassick Co. 

Carboloy Company, Inc. 

Chain Beit Co 

Chase National Bank 

Dow Chemical Company 

E. |. Du Pont de Nemours & Co., Ine. 

Eastern Engineering 

Harnischfeger Corporation 

Hinde & Dauch Paper Company 

Hughes-Keenan Company 

Logan Drinking Cup Company (Div. of 
U. S. Envelope Co.) 

Morton Manutacturing Company 

National Metal Edge Box Company 

Pittsburgh-Corning Corporation 

Ruberoid Company 

Saginaw Malleable Co. 

B. F. Sturtevant Co 

Sunnen Products Co 

Surface Combustion Corp. 

York ice Machinery Corporation 


MODERN INDUSTRY 


347 MADISON AVENUE, NEW YORK, N.Y. _ 
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ning Your Farm Home,” is cur- 


retained as consultant. 
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Novel Fa rm Tests | prehensive 122-page booklet, “Plan-| cultural Service, St. Louis, has been “New York News” in | "licens News” Elects rm 
 f ' 


Dealer Magazine 
Planned by USG 


To Merchandise Pro- 
ducts Tested in Nation- 
wide Program 


Chicago, Feb. 12.—Steadily mount- 
ing dealer interest was expressed 
this week for a novel merchandis- 
ing program based upon more than 
17,000 acres of farmland and a 
dealer-cooperative magazine to be 
launched next month by the United 
States Gypsum Company. 

The publication, called the ‘“Busi- 
ness of Farming,” will be issued 
eight times during the year, accord- 
ing to present plans. A majority of 
the articles will deal with building 
materials for the nation’s farms— 
covering everything from glazing | 
and fencing to specific treatment of 
the multivaried products sold by 
USG. News features, 4-H club 
news and scholarships, live stock 
contests, a special readers’ service 
bureau, free plan service and a free 
“hooker” for each issue are planned. 
The initial issue, for March, will 
offer farmers a 16-page radio guide 
book in return for a coupon re- 
deemable by the individual dealer 
whose name and advertisement are 
carried on the back page of the 
company publication. 

A series of 28 suggested adver- 
tisements is offered for dealer use 
in connection with the new USG 
plan, although dealers may use any 
other ads they choose. The com- 
pany’s 1942 merchandising program 
will be based, in part, upon a large 
number of test projects carried out 
on actual farms, operating under 
normal, everyday conditions in all 
parts of the country. USG ma- 
terials will be applied wherever 
possible in the maintenance, re- 
modeling and building on the farms 
—with the object of providing dol- 
lar-and-cents reasons for the farm 
purchase of USG materials. 


Billion Dollar Market 


Farmers represent a billion dollar 
market and requirements for in- 
creased farm production call for ex- 
tensive additions and alterations to 
farm buildings. For example, a 
large farm sales possibility lies in 
sealing barns and_ stables’ with 
Sheetrock or insulating board. Test 
projects along this line are already 
under way as part of the farm pro- 


rently being promoted via radio. 
The USG’s dealer name, telephone 
number and other copy will appear 
on the back pages of the projected 
magazine. Officials estimate the 
cost of each copy—with a company- 
dealer tie-up that it is believed cer- 
tain will draw a heavy response—at 


no more than the total cost of send- | 


ing a penny postcard. An initial 


circulation of at least 500,000 copies | 


is anticipated for the March issue. 


Lewis Joins OFF 

W. B. Lewis, vice-president in 
charge of broadcasts of the Co- 
lumbia Broadcasting System, has 
resigned to serve as assistant direc- 
tor in charge of operations of the 
Office of Facts and Figures. Douglas 
Coulter, who has been acting head 
of the department since Mr. Lewis 
went to Washington, will continue 
in that capacity. 


Tieup with WNEW 


Lebanon News Publishing Com. 
pany, Lebanon, Pa., has elected the 


: ‘ . 
| The New York Daily News has following officers: Henry L. Wilder 


| 

become the city’s second newspaper . , 
'to broadcast frequent news sum- —r wan pong editor; 
|maries over a local radio station. |4“*42™ 9. Wilder, editor and assist. 
‘The tieup is with Station WNEW, | 2"t treasurer; Jack Schropp, promo- 
|with a schedule calling for five- tion manager and assistant presi- 


minute periods every hour on the dent; Dr. R. J. Schropp, treasurer 
half-hour, 24 hours a day. and general manager; Mrs. H iry 


| A similar deal was arranged re- - Wier, mane sony dF ~" _— ne 
'cently between the New York Times nt og a SD. e, ye ant sec. 
‘and Station WMCA, with bulletins | T°@"y; and s. ©. Evans, advert-ing 


Marland S. Wolf is the USG ad- 


vertising manager. Don Scott, R. L.| ; 
Polk & Co., handles the direct mail Daily Becomes Weekly 


part of the farm program and the 
USG agency, Fulton, Horne, Mor- 


| nearing its 20th anniversary of daily 


The Daily Record, Bristow, Okla., Appoints L. Cc. Cole 


/every hour on the hour from 8 a. m. ae. 
to midnight. 
Gosnell Quits Census 
F. A. Gosnell, formerly ief 


Western Forge and Tool Works, | statistician, census of business, )e- 
, ' ; publication, has suspended as aj| Oakland, has placed its account | partment of Commerce, Washing on 
risey Company, is cooperating inthe daily and instituted weekly pub- | with 
special promotion. The Doane Agri-| lication. 2 


L. C. Cole Advertising, San has resigned to enter private er ‘er. 


| Francisco. prise. 


gram. Other USG products whose 
use will likewise be tested, both in 
farm homes and outbuildings, re- | 
ported upon and subsequently mer- | 
chandised, include insulating wool, | 
roofing and siding material, lath and | 
plaster, shingles and paint. 

Gypsum contemplates no adver- 
tising at present in the general farm 
press, but is using some spot radio, | 
primarily in the Midwest. A com- 


... stopping thousands,’’ phoned S. E. P. scouts to Phila- 

delphia. ‘‘ Maybe you’ re seeing double. Better get a reporter 
to clock crowd,’’ said Curtis. So scouts clocked Bonwit’s novel 
windows during the Post displays and after windows were 
changed. And a twin clock counted simultaneously at neigh- 
boring Fifth Avenue store windows. Discovery: Three times 
normal traffic for Saturday Evening Post-inspired windows. 


] “Bonwit windows are bottle-necking traffic on Fifth Avenue 


versation of thousands stopping at Bonwit windows. What § 

going on? The Saturday Evening Post Traveling I ashion 
Pageant has come to town to make extra sales for Bonwit * 
Decorative screens carrying rows and rows of celebrated Post 
covers. Immense cover enlargements, too. And a fabulous 
collection of historic costumes on window models, re-enacti™8 
many famous Saturday Evening Post cover scenes. 


? Shorthand reporter listens in... writes down excited co™ 
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OPA Official 
Hails Label Use 
on Bed Linens 


Washington, D. C., Feb. 11. — In- 
clusion of labeling requirements in 
the price schedule for bed linens 
jssued last week by the Office of 
Price Administration has “greatly | 
furthered” the civilian contribution | 
to the war production program, ac- | 
cording to Dan A. West, deputy | 
director of the Consumer Division 
of OPA. 

The order directed that bed linens 
sold by manufacturers after March 
2 must carry a label giving type 
and size, identifying “seconds” and 
pearing the inscription “sub-stan- | 


dard” if minimum OPA specifica- 
tions are not met. 

Mr. West pointed out that goods 
labeled in accordance with the pro- 
visions will begin to appear on re- 
tail shelves by April, and urged 
consumers to “make a special point 
of looking for the labels.” He ad- 
ded that the labels may become 
separated from the merchandise be- 
tween manufacturer and retailer, 
and that “consumers should ask re- 


|information among 
,about the time the labeled linens 
reach store counters. 

Mr. West proclaimed the labeling 
| requirements “a forward step in 
| the effort to give wartime consum- 
ers information on the quality of the 
goods they buy. Quality informa- 
| tion on consumer goods will help 
prevent indirect price increases and 
will enable consumers to select and 
take care of goods in ways that will 


tailers to make an effort to see that! put the least strain on the country’s 


the labels remain when the linens! materials and factories, 


are put on store shelves.” 


To Explain Step 
The Consumer Division is prepar- | 
ing an explanation of the meaning | 
of the terms required on labels, and | 


plans to begin distribution of this | 


so vitally 
needed for the war.” 


“Liberty” Names Simon 


Irving B. Simon, who has been 


1923, has been appointed produc- 
tion manager of Liberty. 


housewives | Blue Names Sales Statf 


George M. Benson, Eastern sales 
/manager of the Blue Network, New | 
| York, has announced the comple- | 
;tion of his staff as follows: D. R. 
Buckham, Donald Campbell, G. T. 
C. Fry, Charles Holbrook, Charles 
| E. Phelps, W. D. Roberts and Dud- 
'ley Rollinson. All were members 
of the former NBC Blue staff except 
Mr. Holbrook, formerly advertising 
manager of Yankee, New York, and 
Mr. Fry, who was formerly on the 
sales promotion staff of Columbia 
Broadcasting System, New York. 


| System, | 
Newcomb Joins WLAW | 


Arthur A. 
commercial 


Newcomb, 
manager of 


formerly 


sistant sales manager 
Lawrence, Mass. 


of WLAW, 


Notable Post artists. ..James 


3 


inspiration for a series of modern clothes. Bonwit said: ‘Our 
fashions taken from them have had an excellent acceptance. 
I think you know the first evening dress bought was the pur- 
chase of next season’s most glamorous young debutante...’’ 


‘E 


ON AND ON TO STORE AFTER STORE. 


Fisher, Coles Phillips, Leyendecker . . . inimitables who 
painted original Post covers. Bonwit used these covers as an 


Special costumes created for Post... by Helen Virginia 
leyer, famous fashion historian. Miss Meyer stages and 
conducts Fashion Pageant. Show is now booked for a long 
Tun... appearing at leading stores everywhere: CARSON, PIRIE 
SCOTT, CHICAGO; EMPORIUM, SAN FRANCISCO; FAMOUS-BARR, 
ST. LOL IS; FILENE’S, BOSTON; THE HECHT CO., WASHINGTON, AND 


W is churning up store traffic and sales at a great rate.’’) 


MBs ays, 


Montgomery Flagg, Harrison 


e & 
a PE 


(Standard comment: “‘S.E.P. 


n 


riot of excitement inside and outside of the store. Kaufmann 
wrote: ‘‘Our windows attracted thousands of women. Fash- 
ions were shown all week to customers during luncheon. Our 
parade of mannequins through the store was a decided hit.”’ 


THE SATURDAY 


m EVENING POST 
‘ An Ulustrated Weekly Magazine : Tt 
’ Founded A*D 1728 4y Ben}. Frankl ie 
MARCH 31 1003 FIVECENIS, Copy [a 
Stories and ae 


was used by Kaufmann’s to 


Articles by 


David Graham Phillips 
* Charles Emory Smith “ 
William Mathews 7 WT 
Stead * Brand Whitlock 
# William Allen White 
Wilhs Gibson * President 
Arthur Twining Hadley 
Gen William A Bancroft 


Miles away in Pittsburgh...the S.E.P. Fashion Pageant 


stimulate sales during its 


Seventieth Anniversary. The show was responsible for a 


WCOB, | 
with Macfadden Publications since | Hyannis, Mass., has been named as- 


_AN APPEAL 
In wartime if facts are not made available. 


Rumor 
takes charge 


wert 
copie will be cent om request Oe your 
= Vining 


Chicago and Southern Air Lines 


eee ae eee a ee 


 & BB 


Chicago and Southern Air Lines joined 
_ the effort to correct false impressions 
about wartime plane service with this 
broadside, 40,000 copies of which were 
| mailed out, with reprints in flight kits 
aboard its planes. Air lines are urging 
| the Air Transport Association to set the 
public right by immediate use of radio 
| networks for a presentation of the facts. 


| 
Pepsodent Uses 
Cash Certificate 
In New Promotion 


Chicago, Feb. 12.—The Pepsodent 
Company has launched a new con- 
sumer-dealer promotion featuring 
10-cent cash certificates packed in- 
side Pepsodent “50-Tuft” toothbrush 
vials. The promotion includes ex- 
tensive dealer helps and general 
announcements to be carried later 
over the company’s radio show. 

In explaining the promotion, 
| which began Feb. 9, the company 
also offered the dealers from a half- 
dozen to full dozen brushes free 
with the purchase of either a gross 
or half-gross of the brushes, plus a 
merchandise container, window 
streamer and display card with gen- 
eral copy. <A broadside sent to re- 
tailers pointed out that customers 
may use the cash certificate in pur- 
|chasing any of the dealer’s mer- 
chandise, or in buying a defense 
stamp. 

The new certificate plan marks 
Pepsodent’s first major promotion of 
its “50-Tuft” toothbrush since its 
introduction a year ago. The offer 
will be given widespread publicity 
during the latter part of February 
over the Bob Hope show on 64 sta- 
tions of the NBC-Red network. 


‘Move to New Quarters 


Ideal Publishing Corporation, 
movie magazines, and Bilbara Pub- 
lishing Company, publisher of Peek, 

have moved their offices from 122 E. 
42nd street, New York, to 295 Madi- 
| son avenue. 


Bank to Bernstein 
First Federal Savings and Loan 
| Association, Providence, R. I., has 


placed its account with Bo Bernstein 
|& Co., Providence. 


| 
| 


1000 W 9B0KC 


Basic N B C Blue 


An H. C. Wilder Station 
Represented by Raymer 
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Thinking About Tomorrow 


| 
This is going to be a long, hard|of companies which are devoting | 


Initial reverses, plus evidence 
of of judgment and 
planning, have made it evident that 
victory will be costly and will take 
every ounce of energy, intelligence 
and courage we can muster. Hence 
it is easy to understand why many 
believe that we should devote our- 
selves completely and exclusively 
to the task which confronts us now, 
without giving thought to the future 
and to the conditions of a post-war 
world. 

Nevertheless, it is not too early 
to consider the problems which will 
descend upon us with the cessation 
of hostilities. As one commentator 
has said, “‘We were unprepared for 
war, let us not be unprepared for 
peace.” The study and research 
which are being carried on by many 
companies, by industry groups and 
by the government, in an effort to 
build a sound basis for peace-time 
prosperity, will be of great value, 
both through a definition of the 
general problems which must be 
solved after the war is over and 
through specific product develop- 
ments which will have been com- 
pleted during the conflict. 


war. 


errors poor 


is suggesting 


As a matter of fact, much of the | 


justification for current advertising 


themselves to war production and 
are thus unable to serve their cus- 


N. F. Loundagin, Manager. | 


Tel. REpublic 7659 | 


Philip W. | 


tomary markets is found in the ne- | 


cessity for post-war planning. 
company which is reminding its 


former customers of its products 


The | 


SPREADING THE NEWS FOR NESTLE’ S 


ROBERT DAY 


This Week 


Magazive 


"She's giving him a recipe for Toll House cookies.” 


Ad-libbing 


London Letter 


and services, thus holding their good | 


will for the duration, even though 
it cannot continue to supply them 
on a normal basis, has an eye on 
the future. And the advertiser who 
the exciting new 
products and ideas which can be 
utilized after the war is over is 
building soundly the markets which 
will support our national economy 
when production for victory is no 
longer the primary concern of the 
nation. 

Most manufacturers are using 
engineering and market research to 
an even greater degree now than in 
peace time. We think in the long 
run these efforts will benefit stock- 
holders, employes and the public in 
general. They do not indicate lack 
of concern for the urgent task of 
building our military strength to 
the point where victory will be as- 
sured, but rather that management 
is fully conscious of its responsi- 
bilities for execution of today’s tasks 


|} along with tomorrow’s planning. 


Quality Is Still Important 


We recently commented upon the | 


suggestion of a financial writer that 
advertised brands are of less impor- 
tance in a period of product short- 
ages than ordinarily, and that ad- 
vertisers are therefore more likely 
to lose their market position under 
today’s conditions than when com- 
petition is based upon ample sup- 
plies and a full choice among quali- 
ties and brands on the part of the 
public. 

Certainly when there are marked 
scarcities and the consumer has dif- 
ficulty in supplying his needs, there 
is no longer the opportunity for 
choice which represents one of the 
most important functions of adver- 
tising. If only a limited supply can 
be had, the buyer perforce must 
take what he can get. But it would 
be a huge mistake to assume that 
because of these things, quality has 
gone out the window 
brands no longer 
tomary preference on 
the public. 

Take a product of, universal ac- 
ceptance, like Coca-Cola. This name 
means more the consumer, in 
terms of refreshment, than any 
other in its field. The reason is uni- 
form, consistently maintained qual- 


advertised 
their 
the 


and 
enjoy cus- 


part of 


to 


ity, plus widespread, successful ad- 
vertising. Thus complete familiarity 
with the product and complete 
availability through a constantly in- 
creased number of outlets have 
combined to make a merchandising 
success of classic proportions. 
Coca-Cola can no longer be sup- 
plied in maximum volume. Hence 
some consumers will not be able to 
enjoy the product as frequently as 


they have been able to do in the 
past. The company has made it 
clear, through its advertising, that 


quality will not be sacrificed during 
this difficult period, but that con- 
sumers may continue to count on 
Coca-Cola to give the same pleasure 
in the pause for refreshment that it 
has supplied over the years, 
Advertised brands 
not only because 
tised, but because 
qualities the public 


are successful 
they adver- 
they represent 
appreciates and 
enjoys. Even though the full de- 
mand may not now be supplied, 
those same qualities, supported by 
the same kind of advertising, will 
assure preference and demand to 
the limit of the available supplies. 
That means not only business now, 
but retention of market position in 
the future. 


are 


“Patriotic” Advertising 


ADVERTISING AGE’s London corre- 
spondent reports that in the past 
month or two a growing number of 
utterly strange and meaningless 
names have inflicted themselves 


|upon the eyes and ears of British 


housewives. They are names, he| 
says, which to the overwhelming 
majority mean “Lord only knows 
what.” 


Prominent among these peculiar, 
unfamiliar names, he reports, are | 
such simple syllables as “Mor,” 
“Spam,” “Tang,” “Prem,” and oth- 
ers. 

British advertising circles, he re- 
ports in his puzzled way, “are puz- 
zled to know why the makers of 
such excellent American foods have 
not thought it expedient to back 
up their sales in Britain by some 
advertising.” 

“The merest inquiry,” continues 
our London friend, “would have re- 
vealed that the British housewife 
not only changes over to new prod- 
ucts far more slowly than her 
American sister, but also that as 
a rule she considers branded goods 
‘poor imitations’ unless they 
carry the guarantee of consistent 
advertising.”” Even when she is 
forced to buy them because “there 
is nothing else in stock,” he says, 
she tackles them in an antagonistic 
frame of mind, remains suspicious 
of their taste and nutritive value, 
and considers them only as war- 
time substitutes. 


as 


| ers, 


If the makers of these products 
expect to continue their sale in| 
England when supplies can again | 
be received from normal sources, 
our London informant hints broad- 
ly, they will find it worth while to} 
| 
inform British housewives of their | 
merits and value, instead of per- 
mitting them to go on considering | 
them as something else to be en- 
dured while the war rages on. 


Undoubtedly, more criticism de- 
scends upon advertising as a result 
of real or fancied violations of that 
ephemeral concept called “good 
taste” than for any other single rea- 
son. Good taste is a changing con- 
cept, like most abstract conceptions, 


| otic. 
| separate portion of your advertise- 


| to the suspicion that you 


and what was considered bad or 
questionable taste ten years ago| 
may be in perfectly good taste now. | 
But by the same token, what may 
have been considered good taste last 


year, or last week, or even yester- 
day, may be very bad taste indeed 
today. 


An easy and obvious example is 
in the realm of politics, war and 


| war effort generally, and advertisers | 
must now step carefully to avoid 
condemnation for the manner in 
which they treat anything relating 
to the government or the armed 
forces or the conduct of the war. In 
particular, they must literally lean 
over backward to prevent the de- 


velopment of any feeling among the | 
| general public that advertisers in 


general, or any particular advertis- 


emergency merely 
horse for larger 
profits. 

The public is in no 
accept “dollar patriotism,” and will 
become less and less willing to 
accept it as more and more sacri- 


stalking 
larger 


as a 


sales or 


mood to 


fices are demanded by the war 
effort. Here is what the Better 
Business Bureau of St. Louis says 


on the subject in a bulletin issued 
last week: 

“There is growing comment about 
the number of advertisements that 
stress patriotism in an appeel to buy 
—offers of defense stamps as pre- 
miums with purchases (as if the 
price could not be set to cover the 
stamps!), price appeals that pro- 
claim savings that may be invested 
in defense stamps, etc. In Ohio a 
newspaper refused to accept a used 
car advertisement that offered a 
defense bond as a premium. The 
manager had seen more advertising 
of alleged patriotism than he could 
stomach. 

“It is all right to use advertising 
space to further the sale of defense 
stamps and bonds and to help make 
the public war conscious and patri- 
But keep such appeals in a 


ment—do not mix them with mer- 
chandise offers that will give rise 
are more 
interested in selling the goods you 


have to offer than patriotism, but 
are shrewd enough to recognize 
patriotism as a good selling ad- 
jJunct.” 
Tottings 

Necessity continues to be the 


mother of invention. We have just 
learned that Clarence E. Ogden of 
Cincinnati has perfected an elec- 
trical device which will prevent the 
theft of tires, battery, spark plugs 
and accessories from automobiles. 
The new device is hooked up to the 
auto horn, without additional wir- 
ing, and any tampering causes a 
series of short, shrill blasts. This 
lasts for about 15 seconds and then 


stops, unless the thief is undiscour- 
aged, in which case it starts all over 
again. .. 


are using the present national | 


ee 
ee 


Information 
for 


Advertisers 


The following documents ma» be 
secured without charge from «om. 
panies sponsoring them, or thr: ug 
| ADVERTISING AGE, by any nat) na) 
advertiser or advertising agency 
/executive writing on his bus nes 
| letterhead. 


ess 


No. 1943. Consumer Brand Pr; ‘er. 
| ence Survey. 


| This 1941 study, issued by the 
Times-Record and Southw st 
| American, offers an outline of { cts 


| about the Fort Smith, Ark., mar <et. 
|followed by tabulations show ing 
brands purchased and place of ; ur- 


/chase. For many products the \ :ri- 
| ation in per cent of total users ind 
per cent of total volume is sh wn 
for individual brands. 
No. 1944. Americana Edition. 

The Bettmann Archive has is: ued 
this illustrated folder, which de- 
scribes a special picture departn ent 


| consisting of American historical] 

| prints adaptable to advertising Uses, 

| Among the subjects are impo: 
historical events, famous _ba’'t! 

and personalities, as well as pr: 

telling the story of American 

| dustries. 


No. 1855. The Five Termites of 
Business. 

Rapid Copy Service Company 
offers this booklet, which repro- 
‘duces portions of “Advertising Faces 
Its Greatest Challenge,” published 
some time ago by Eastern Indus- 
|trial Advertisers. The principal 
boring tool of the business termite 
|is described as the idea that it is 
unnecessary to advertise in present 
day conditions. Several case his- 
tories are given, which show what 
happened to manufacturers who 
thought that because they were 
oversold they could cut or eliminate 
advertising. 


No. 1898. Facts About Newsweek's 
Audience and Market. 

Newsweek has issued two sets of 
charts—one, dealing with market 
facts for business and _ industrial 
advertisers—and the other, a study 
of Newsweek’s readers, The reader 
analysis shows the number of read- 
ers and number of families, their 
income, spending ability, use of 
products, and purchasing plans. 
The other set of charts shows an 
analysis of readership among busi- 
ness men, industrial executives and 
government officials. 


No. 1892. The Nation’s 
Board of Agriculture. 
The story of radio and the farmer 
is told in this brochure, issued by 
National Broadcasting Company, 
which reminds the reader that the 
National Farm and Home Hour 
celebrated its four thousandth con- 
tinuous broadcast a short time ago 
The story relates the history of the 
program and shows how “radio 
spans the distance between city and 
farm and unifies a nation of listen- 
ers.” 


No. 1867. 
Wagon. 
In this folder, Better Homes & 
Gardens tallies up its account, and 
shows how it stands—first half of 
1941—in advertising and editorial 
linage, circulation and prestige. 
Illustrated are examples of ‘rade 
acceptance in the way of pub! city, 


Bulletin 


Hotter’n a Little Red 


point-of-purchase promotion and 

dealer response. 

No. 1896. They Were Talking 
About Us... 


“Not mad, just terribly hut,” is 


the way The Star Weekly, T ron" 
describes its feelings when s one 
was overheard to say that ody 
reads anything but its com and 


roto section. After an understand- 
able period of brooding a « 
coast survey of the Domin : 
made, and results tabulated 1» ™* 


attractive book. Readership Pe™ 
centages are shown for the \ar!ou 
location 


sections of the paper by 
age, income and occupation 
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More personal than the usual 


LETTER 
FROM THE PUBLISHER 


On Dec. 20, 1941, Publisher Roy E. Larsen, in a 
letter to all LIFE’s subscribers, stated the principles 
that will guide LIFE under the hazards and re- 
sponsibilities of wartime reporting and publishing. 


publisher-reader relationship 


LETTERS 
TO THE PUBLISHER 


The wholly unexpected response in letters from 
manv of LIFE's readers suggests that this exchange 
of correspondence be published, ot!east in part, 
in the advertising press. Excerpts from a few of 


Dear LIFE Subscriber: 


In September 1939, most of you who 
were then subscribers to LIFE received 


a letter which said, in part: 


B “With the beginning of the Second 
World War, LIFE has undertaken 
a new and grave responsibility — 

@ —the responsibility of recording 
for the American people today 
(and for all time) what may well 
prove to be the most crucial era 
in the history of the world— 

@ —and the responsibility of helping 
America see with its own eyes what 


it means for the world to be at war.” 


It is for you to judge how well we have 
carried out that task to date. 

We have found it difficult—often 
more difficult than we anticipated ... 
But I believe the 116 issues of LIFE 
published between September 3, 1939 
and December 7, 1941 have recorded 
every important development of the 
conflict with integrity, thoroughness 


and speed ee 


And I believe I can well afford to 
take LIFE’s reputation as a respon- 
ble member of America’s great free 
press on a reaffirmation of that pledge 
f 1939: 
In the months—perhaps years—of 
ar to come, LIFE will continue to re- 
rd for you a unique, visual, factual 
story of what is indeed the most crit- 
al time the world may ever see. 
I say this with full knowledge of the 
rriers which may be put in our path: 


cessary military censorship, break- 


wn of international communications, 
iterial shortages. 


We shall of course co-operate with 
our government in every way possible, 
and now and again we shall hold news 
stories and pictures, whenever they are 
of possible military or political advan- 
tage to the enemy, until all danger 
is past. 

However, as the President has clear!y 
stated, our government shares our firm 
belief that an accurately informed peo- 
ple is a stronger people. In all essentials, 
we will be allowed to print the truth as 
we find it—and we will. . 


As you read this, LIFE reporters and 
photographers all over the world are 
working hard to get the news for you— 
and get it to you fast and straight—in 
pictures and in words. LIFE’s staff has 
more than doubled since 1989—and I 
have the utmost trust and pride 
every member of it. Lhope that through- 
out the coming months you, who have 
an important share in our venture as a 
subscriber, will also share my confidence 
in the job LIFE’s staff can and will 


do for you. 


Perhaps it has been presumptuous 
of me to assume you have an interest 
in the wartime publishing problems and 
plans of your magazine. But I have al- 
ways thought that our association with 
you was a little closer and more per- 
sonal than the usual publisher-reader 
relationship...and I feel that more so 
now than ever, because the news has 
become such an intimate part of all 


our lives. 


Sincerely, 
ROY E. LARSEN 
Publisher of LIFE 


the letters follow. 


Thank vou very much for vour letter... 
it makes me feel... that our association 
IS a little closer and more personal, 


Montie Martin 
Far Rockaway, N. Y. 


You are doing a grand job under most 
difficult and trying conditions. 
R. L. Weberling 
Philadelphia, Pa. 


. T feel you people are rendering an 
almost impossible service as some of 
the pictures vou take seem to me must 
be taken from the Mouth of a Cannon 
so to speak. 

Ernest FE. Coffman 
Coffman Motor Co, 
New Salem, Pa. 


-.. you are doing a fine job; whether 
you publish | page or LOO pages the 
public and LT enjoy it tremendously. 
Keep up your good work regardless of 
what your restrictions may be. We on 


‘the other side of the type appreciate 


(the fact that) you are working under 
tremendous odds, 
Albert Rier 


San Francisco, Calif. 


I appreciate LIFE very much and am 
confident it is the best magazine on the 
market today. [t is the answer to the 
busy man’s prayer. 
Bentley P. Neff 
Butler Brothers 
New York 


-+. you have more than fulfilled your 
promise. 


W. MVM. Fahrnstock 
Camp Hill, Pa. 


. Publications such as yours have a 
great service to perform in keeping us 
. informed on what is going on and 
whiy. 
Ward C. Sechrist, D.O. 
Los Angeles, Calif. 


I'm sure you'll carry on and carry on 
successfully. 
W.. Strong 
Southington, Conn, 


I would like to take this opportunity 
to let vou know that I consider my 
subscription to LIFE as an investment 
and a privilege—fully aware of the tre- 
mendous effort expended by the re- 
porters and photographers of LIFE. 


(Miss) Hilda Orme 
New York, N.Y. 


We appreciate the difficulties of ob- 
taining ... news and compliment you 
and the staff... on their achievements. 


Henry A. Harris 
El Centro, Calif. 


I would like to say (in answer to your 
letter) that I feel vou have done a mar- 
velous job in LIFE 
B.C. Bowen 
Chicago, Hl. 


-+. am taking a moment to tell you of 
my great appreciation of the splendid 
job you are doing. 
Mrs. F. M. Stebbins 
Houston, Texas 


Your letter . . . setting forth LIFE’s 
aims and problems in this crucial period 
most happily received. Lam glad LIFE 
is ina position to weather the storm. . . 
I had been wondering what censorship 
and paper scarcity would do to my 
favorite magazine. 

M. B. Connaway 

North Little Rock, Ark. 


Renewing one’s subscription is the best 
way to say thanks... 


James E. Privatil 
West Los Angeles, Calif. 
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Food Industry 
Views War Demands 
as Mixed Blessing 


Substitutes, New Pro- 
ducts to Remain, Survey 
Discloses 


New York, Feb. 11. —Many of the 


substitutes and new products being | 
introduced by the food industry to- | opposite view—the 


to a survey of 102 leading food 
producers conducted recently by 
Market Research Corporation of 
America. Answers to the question- 
naire also revealed that producers 
anticipate the emergence of a bet- 
ter-informed consuming public. 
Manufacturers were asked their 
opinion on (1) the war’s effect on 
food production, substitutes and 


materials; (2) policies toward de- 
velopment of new products; and 
(3) anticipated changes in con-| 


sumer habits after the war. 


More than half the companies felt | 


the war would have little or no 
effect on food production proc- 
esses, but among those who took the 
trend toward 


Mentions were made not only of 
“shortage of tin” and other “pack- 
aging problems,” but of the need to 
“conserve freight, handling and 
other distribution costs.” Dehydra- 
tion was the form of concentration 
most frequently referred to, with 
the stimulation attributed to the 
need for shipping foodstuffs from 


|which water has been removed to 


our allies. 
Packaging Affected 


Though a little over one-third 
of the respondents believed the war 
would introduce substitutes to the 
food field, the general consensus was 
that it should not be too great a 
problem, and certainly a lesser 


day as a war measure will become| more concentrated foods—was the | problem than in most other activi- 


permanent improvements, according | 


most talked of processing change. 


ties. A popular belief was that sub- 


—— 


stitutes would be used only where | 
they are more nutritious than the | 


ingredient they replace. 
Effects of the war on packaging 


were expected to be marked. | 


Searcities of tin, glass, plastics, 
cold-pack equipment, aluminum, 
paper, cardboard, cellophane, board, 
ink, rubber and cork as packaging 
materials were noted. The three 
main suggestions made to meet 


_these shortages were simplification, 
standardization of sizes, and a lim-| 


iting of the total number of prod- 
ucts packaged. 

Changed transportation habits 
due to tire restrictions were singled 
out as an important factor in future 
buying habits. If consumers cannot 
go any great distance away from 
home to purchase food supplies, a 


genius. 


Boulder Dam, the highest structure of its kind in the world, stands 
in a class by itself as an example of engineering effort and creative 


*Sales Management, 


WTIC, too, is in a class by itself as the No. | medium for reaching 
the great Southern New England market . . 
ing income is far above the national average. * 


. a market where buy- 


Sell your product to the people in this prosperous area through 
friendly and dependable WTIC. The results will convince you that 


THERE'S VOT ANOTHER LIKE IT! 


December 1, 1941 


“DIRECT ROUTE TO AMERICA’S NO. 1 MARKET 
_ The Travelers Broadcasting Service Corporation 


| consumer 


| those in the armed forces, 


NEW DRIVE 


| Using newspapers, magazines and ou: 


door, H. J. Heinz Co. emphasizes +h. 

nutritional program with new copy prc 

moting its ready-to-serve soups. Thes 

are newspaper ads in the series, to cor 
tinue through March. 


/marked effect on sales volume py 


large supermarkets was anticipated. 
Two-thirds of the companies e- 


_dorsed a policy of developing new 
food products, though reasons given 
varied widely. 


Many’ commented 
upon the effect of Army rations on 
habits, believing they 
would develop profound changes in 
the tastes and desires of millions of 


| people, with consequent shifts in 
| volume of many present items. 


The food industry has been fo!- 
lowing the government nutrition 
program closely, and as a result of 
this country’s entry into the war 


/expects a sharp acceleration of the 
' educational program already under 


way. This, together with the new 
tastes certain to be acquired by 
is e@x- 
pected to cause demands for new 
and modified food products after 
the war. 


“See a Lawyer” Is 
New Campaign Theme 


Lawyers Cooperative Publishing 
Company, Rochester, has named Fu 
Wolff & Associates, Rochester ad- 
vertising agency, to prepare a cam- 
paign to acquaint the public with 
the desirability of employing 


lawyers. “Too many people be- 
lieve,” an announcement of the 
campaign reads, “that attorneys 


consistently charge high fees. Why 
not spread the word that lawyers 
are fair in their charges and that 
self-protection suggests utilizing 
their knowledge to avoid needless 
losses?” 

As the campaign plans are now 
drawn, only Time will be used, but 
other publications may be added at 
a later date. 


“Quicksales” Names Reps 


Grocer Quicksales, Chicago gro- 
cery trade paper which will begin 
publication this spring, has named 
Robert W. Walker as San Francisco 
representative and Wentworth F 
Green as Los Angeles representa- 
tive. 


_——— 
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Repre 


A, increasingly greater percentage of the cost 
of publishing the daily newspaper should be passed 
on to the reader, rather than to the advertiser. Publish- 
ers cannot expect to offset increased operating costs 
by increasing advertising rates. This would result 
in a weakening of the newspaper's competitive po- 
sinon and an inevitable flight of advertising dollars 
from newspapers to other media.... This does not 
mean that the newspaper publisher whose circulation 
growth justifies is not entitled to advance advertising 
rates proportionately. An increased rate which does 
not increase the cost per unit of circulation, that is the 
milline rate, represents sound operating policy, and 
scldom is questioned by advertisers. However, the 
time has come to revise the generally accepted 
theory that circulation revenue cannot be expected 
to offset circulation expense, and that the hiatus 
between circulation cost and circulation income 
should be balanced out of advertising revenue. 
Circulation expense, including a substantial per- 
centage, if not all, of the cost of white paper, can 
be met out of crcvlation revenue, if publishers, 
both individually and as a group, will have the 
courage to pass on a just share of increased oper- 
ating expenses to the reader.... This is entirely 
logical and cquitable, since, day in and day out, 
newspapers represent the biggest bargain of any 


service or commodity that the American public 


buys, and the reader cannot expect the cost of this 
commodity to remain static while the costs of all 
other daily necessities are increasing. ... Because the 
management of the Dai/y News has long subscribed 
to these policies and principles, advertising rates on 
the Daily News have been increased only) when firm 
circulation growth justified, and increased operating 
expenses have been met out of increased renlation 
revenue. In less than six years, the home delivered 
subscription rate of the Daily News has been in- 
creased four times (from 45 to 50...to 60...t0 70 

.to 75 cents, and the street sale price has been 
advanced from 2 to 3 cents, yet during this period. 
circulation of the Daily News has increased more than all 
of its competitors combined. Morcover, strict adherence 
to these policies has enabled the Daily News not 
only consistently to offer advertisers the /owest 
milline rate of any Los Angeles daily newspaper, but 
also to widen the differential between its milline vat 
and those of its competitors.... Again, basing its action 
on these principles, the management of the 
Daily News announces another increase in crew 
lation rates. Effective as of February 1, 1942, sub- 
scription rates of the Daily News have been 
advanced from 75¢ to 85¢ per month, and the 
strect sale price increased from 3 to 4c per copy. 
National advertising rates remain unchanged, and will 
be advanced only on the basis of increased circulation. 


VWews 


CALIFORNIA‘’S FASTEST GROWING NEWSPAPER 
LOS ANGELES, CALIFORNIA 


MANCHESTER BODDY, President and Publisher 


s ented 


Nationatlt y by N 0 e @, 


ROBERT L. SMITH, Vice President and General Manager 
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Frauds Unit Created 


sistant to the attorney general, will 
be in charge, subject to the joint 
supervision of 
Generals 
Wendell Berge. 


C. L. Fountain Promoted 


ant advertising director and promo- 
tion manager of Lancaster News- 
papers, 
named advertising director and pro- 
motion manager. 


The Department of Justice has 


established a War Frauds unit to Army and Navy. 
prosecute all cases involving war- 
time frauds against the government, 
and to act as a policeman to dis- 
close abuses to other federal agen- 
cies. Fowler Hamilton, special as- president of the Penton Publishing 
Company, Cleveland, and editorial 
director of Steel, told members of 
Arnold. and the Chicago Business Papers Asso- 
ciation, Dotted Line Club and Chi- 
cago Industrial Advertisers Asso- 
ciation at a luncheon meeting here Mr. 
3 ; ‘ yesterday that questionable business every 
C. L. Fountain, previously assist- paper editorial and advertising copy 
should be cleared through Army 
and Navy public relations officers. 
In counseling use of the armed enemy?’’—even 
service branches. Mr. Shaner re-. cases, the article or picture in ques- | committee of the company. 


assistant Attorney 


Thurman 


Lancaster, Pa., has been 


Shaner Counsels 
Chicago, Feb. 10.—E. L. Shaner, 


to censorship tion might have been passed by a) . 
questions were quick and reliable, | government censor. | ves 0 to 


Clear Ads Through fiiesion: were avi 


to the enemy. 


Shaner 
industrial 


and that in general the Army and) 
Navy offices were inclined to be) lowed his speech, Mr. Shaner re- 


| 
lenient in what they permitted to be ported that no “drying up” of ade! Pre-War Levels 
published. Aerial photographs par-_| vertising because of censorship was | 
ticularly, he said, should be placed likely, that “slight changes in copy | 
before these officials before publi- have satisfied the censor,” and that f Ad F 
cation, since such pictures are apt “some copy has been made more | or xpense 
to give many distinguishing identi- 
fication marks which could be of use questionable items.” 


Should Be Own Censor 


also asserted that 
advertising 
and business paper editor should 


in some) elected chairman of the. executive 


In a question session that fol- 


effective with the elimination of | 


RCA Elects Shannon 


man 


years, who has been 


+ 


Washington, D. C., Feb. 1 


While the Office of Price Admi: js- 
tration has taken no stand on all. w- 

Robert Shannon, formerly execu- | ances for advertising of prod) cts 
tive vice-president of RCA Mfg. ,under price ceilings, preferring to 
Company, Camden, N; J., has been | deal individually with each case as 
ask himself. “Is this information I elected president, replacing George | it arises, the practice thus far as 
as imself, “Is ue / so K. Throckmorton, president for the | peen to base price schedules on | 
would like to have if I were the past five 


though war levels and thus give tacit « »- 


| proval to advertising outlays at p e- 
| viously existing scales. 


Officials of the OPA price divis 


do not regard advertising expen |- 
tures separately in studying pr ce 


BUSINESS as \U)N-usuaL 


» Whiskey from an eye-dropper versus 
the hearty “‘help yourself’? may seem like 
an over-dramatic exaggeration — but it’s 
symbolic of the re-adjustments we all 
face, business as well as social. Not the 
least of these re-adjustments is the war- 
time efficiency required in spending 
advertising dollars. 

A concentrated national audience with 
the purchasing power for unrestricted 


goods, or the intelligence and interest to 


appreciate the aims of companies con- 
cerned with the nation’s war production 
is a must for every advertising man. Such 
an audience, numbering more than 500,000 
of the nation’s most alert, intelligent 
families is reached through NEWSWEEK. 

One reason for NEWSWEEK'’s high stand- 
ing among America’s leaders is _ tersely 
stated by Donald M. Nelson, new War 
Production boss, who writes, ““NEWS- 


WEEK capably handles the job of keeping 


P. =. Newsweek's 1941 ad revenue (more than two anda 
half million dollars) is up 44% over 1940... largest gain 


of any magazine grossing more than $1,000,000. (P.I.B.) 


structures in 
Price Administrator Leon Hend: y- 
son regards advertising as a “} >t 
potato” 
only at great risk. Hence, adver! s- 
ing costs are lumped with other c st 
factors in making up schedules. 


various industr 5s 


which is tampered w th 


Although the price control | w 


has been on the statute books (or 
only a fortnight, the governm«nt 
has exercised control over prices |»; 
18 months. 
are now under formal or infor al 
ceilings, including such widely ad- 
vertised products as refrigerators, 
floor coverings, clocks, and cigarets 
OPA claims there has been no p 
test that any ceiling imposed has 
failed to allow for advertising costs 


Scores of commodit es 


Avoids Retail Levels 


The favorite OPA method of re 


4 


ulating prices is to order manutfac- 
turers not to sell at a rate highe: 
than that prevailing on a given date 
or during a 
months ago. 
ing problem, OPA has steered away 
from setting price maximums at the 
retail level, but is prepared to move 
into this orbit if the need arises. 


given period some 


Because of the polic- 


The new price control law states 


that OPA shall consider the Oct 
1-15 period as a base for setting 
ceilings. If for any reason prices 
were out of line at that time, an- 
other basis is used. For example, 
the nylon stocking amendment 
issued this week set dollar figures 
as top prices because it was during 
the Oct. 1-15 period that a hosiery 
buying 
prompted 
raise prices. 


wave 
some 


took place’ which 
manufacturers to 


Schedules Adjustable 
At least in theory, OPA adjusts 


price schedules to allow for extra 
costs. 
product under a ceiling who is sud- 
denly forced to pay more for ma- 
terials or labor has the right to ap- 
peal to OPA for a higher maximun 
to cover increased costs. 
these extra costs are reflected in 
Oct. 1-15 prices. 


Thus a manufacturer of a 


Most ot 


Since adjustment 


for extra costs is provided for, 


| manufacturers at least in theory do 


America informed on all subjects.” This | 
“capability” is the result of the most ad- | 
vanced editorial formula known to modern 


journalism...that helps half a million of 


America’s most influential families keep | 


their news visions sharpened despite the 
confusions and contradictions of the days. 

No wonder, then, that NEWSWEEK 
has changed executive reading habits... 
and stands out today as 


ADVERTISING’S NO. 1 WAR-TIME BUY 


not need to curtail advertising in 


_order to sell at a profit under ceil- 


ings. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFE 


WICHITA 
KANSAS 


Call Any Edward Petry Off -« 
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MOR LUNCHES 


——— 
during the All-Out War Effort 
every wile and mother 
should prepare MOR 
vitality lunches 


we aus NEED TO us 


rr 


TRONG! 


MEAT FOR FOUR 


sce SRY 


The need for "Mor vitality lunches’ in 

wartime is stressed in this newspaper 

copy, part of the new campaign for the 

Wilson & Co. canned meat, to run 

through 1942. United States Advertising 
Corp. directs the account. 


Wilson Campaign 
Stresses Mor for 
Economy, Vitality 


Chicago, Feb. 12.—A new cam- 
paign stressing the economy and 
vitality value of Mor, Wilson & Co.'s 
canned meat, has been started in 
cities where Wilson branches are 
located. The copy makes strong use 
of the need for energy and vigor in 
the current Victory program. 

Opening gun of the drive was a 
color half-page in Life Feb. 2, and 
Life will continue to be used in ad- 
dition to the newspaper schedule. 
Radio is also being used, with spot 
announcements, musical clock 
shows and newscasts predominant. 

“During the All-Out War Effort,” 
first newspaper copy headlined, 
“every wife and mother should pre- 
pare Mor vitality lunches we all] 
need to be strong.” The advertise- 
ment, 195-line on 5 column space, 
uses cartoon technique to depict 
Mor being used as a quick lunch at 
home, for workers’ lunch buckets, 
and for quickly - packed school 
lunches. George Rector, the now- 
familiar Wilson food consultant, ap- 
pears in one panel to testify that 
“after a thorough test of leading 
lunch meats, I sincerely believe 
marvelous Mor is ‘tops’ in tender- 
ness and taste.” 

In a final copy block above the 
signature, the ad hits hard on econ- 
omy, “Your meat will go further 
when you serve Mor. It’s the mod- 
ern vitality meat for these strenu- 
ous wartime days. Mor is all meat: 


e 
STOCK PHOTO 
KAUFMANN FABRY 


425 S WABASH AVE. CHICAGO 


To Business Papers 


| 


|no bone, no gristle, no waste. 
Sold on a 


money-back guarantee. 
Get money-saving Mor today.” 

The campaign will run through- 
out 1942. United States Advertis- 
ing Corporation directs the account. 


Rhode Island Laboratories, 
formed six months ago as a sub- 
sidiary of Warwick Chemical Com- 
pany, West Warwick, R. I., has 
launched an advertising campaign 
featuring “Violite,”” luminous pig- 
ments for blackout purposes. Copy 
will appear in American Paint Jour- 


| nal, Business Week, Fortune, Mod- 
|ern Plastics, Oil, Paint & Drug Re- 


porter, and Time. Bo Bernstein & 
Co., Providence, directs the account. 


Starts Radio Drive 


Columbia Baking Company, At- 
lanta, will sponsor radio programs 
over 31 Southeastern stations during 
the first six months of 1942 in behalf 


Nelson Asked to 
Assure Work for 
Commercial Artists 


New York, Feb. 10.—A plea was 
made this week to Donald M. Nel- 
son, chairman of the War Produc- 
tion Board, by the Commercial Art 
Studios Board of Trade that em- 
ployes forced out of work by 
conversion of industry to war pro- 
duction be re-employed through 
government contracts. 

In contrast to a former proposal 
that men thus affected become 
wards of the government, the ad- 
vertising artists feel they should be 
re-employed in the making of maps, 
mechanical drawings, posters, pro- 
duction charts, instruction charts, 
renderings, illustrations, technical 
surveys and other work within the 
scope of their talents and training. 


apportioned to them, the studio 
owners point out that “because of 
our natural and tested abilities to 
direct and produce such work, we 
would be far more efficient and ex- 
peditious than the amateurs taken 
from other walks of life whom the 
government is now aiming to in- 
struct and prepare for its require- 
ments. We can thus earn our liv- 
ing rather than be dependents of the 


government that is already over- 
burdened with such responsibili- 
ties.” 


Flarsheim Gets Three 
Three new accounts have 
added by Henry Flarsheim and 
Staff, Chicago and Boston agency. 
They are: NuBone Company, Erie, 
Pa.; Fairbanks Tailoring Company, 
Chicago; and Blessing Hearing Aid 
Company, Peabody, Mass. 


beet 


To Guleweld Eebbemen 


Hycar Chemical Company, syn- 
thetic rubber, Akron, O., has placed 
its account with Griswold-Eshleman 
Company, Cleveland. 


Schenley, 4 Newspapers, 
Become ABC Members 

Schenley Distillers Corporation, 
New York, has been admitted to ad- 
vertiser membership in the Audit 
Bureau of Circulations. At the same 
time, four daily newspapers joined 
the bureau: Citizen, Laconia, N. H.; 
Republican, Millville, N. J.; Record, 
Hickory, N. C.; and State Journal, 
Frankfort, Ky. 

Other publications joining the 
ABC included six weekly newspap- 
ers, one magazine, Trains, Milwau- 
kee, one business paper, The Log, 
San Francisco, and one farm paper, 
Arizona Farmer, Phoenix. 


Now Haig & Patterson 

Haig and Francisco, business mo- 
tion pictures and slide film maker 
of Chicago and Dayton, O., has 
changed its firm name to Haig and 
Patterson, following the purchase 
last year by J. T. Patterson of L. M. 
Francisco’s interest in the company. 
The Chicago offices of the company 
have been moved to two buildings 
at 1126-1134 N. Dearborn street. 


of its Southern bread and cake. Reminding Mr. Nelson that they 

Freitag Advertising Agency, At- have adequate facilities and organ- 

lanta, directs the account. ization to take up whatever work is 
ETI ES IEE PER RT 


ah 


All up and down eastern New England —day and night — it’s 


“good gunning” for WEEI advertisers. It’s not enough for us to tell you 


that... it’s up to us to keep bringing home the game. So a while ago, 


when the season really opened up, we went in for a“flock of surveys” — 


by telephone, by personal interview from early morning to late at night, 


from end to end of WEEF-land. 


A new brochure rolling off the presses —called “A Flock of Surveys” 


—contains five convincing proofs that WEEL is first, inside and outside 


Boston. There’s not a lame duck in the lot. Write for your copy. 


COLUMBIA’S FRIENDLY 


WEEI 


VOTCE IN BOSTON 


85 Operated by the Columbia Broadcasting System. Represented by Radio 


E Sales: New York, Chicago, San Francisco, Los Angeles, Charlotte, St. Louis 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Telling Its Story 

To the Editor: “What the 
function of advertising today?” That 
is a fair question in these unusual 
times when scarcity and rationing 
make new headlines daily. 

It is a question already answered 
in the minds of those business men 
who have given their advertising 
new jobs to do since Pear! Har- 
bor! 

But to reach those who are still 
puzzled, and to promote a mutual 
understanding of advertising’s war- 
time functions among business ex- 
ecutives, employes, and the “pur- 
chasing agents of the home,” we 
have used the advertising columns 
of the Reading newspapers. 

In the attached message, reprinted 
from the Reading Eagle-Times, we 
have condensed into a few words 
our own answer to the question, as 
we see it. This is the chart and 
compass that today guides our 
thinking and planning for our) 
clients. 


1S 


Ropert F. HELLER, 
Beaumont, Heller & Sperling, 
Inc., Reading, Pa. 


~~ = Ow 


Slogan Proves Popular 

To the Editor: Attached is a copy 
of our front page, showing the way 
we have been 
using the Victory 
slogan since Jan. 
19. 

This slogan was 
secured in a 
contest in the 
Call - Bulletin 
open to the pub- 
lic. Twenty-five 
were submitted was 
judged the winner. Some interest- 
ing follow-ups include these: 

1. A manufacturing jeweler in| 
San Francisco immediately prepared 
it for use as a lapel pin. 

2. It is going to be 
title for a song. 

3. We prepared lists of the bet- 
ter slogans received in the contest, | 
for general distribution. 

THor M. SMIrTH, 

Promotion Manager, San Fran- 

cisco Call-Bulletin, San Fran- 

cisco. 


entries 


thousand 
and this one 


used as a 


,. Y FF 


Urges “Victory Time” 

To the Editor: With the advanc- 
ing of clocks for daylight saving, 
many people throughout the nation 
are undoubtedly wondering what 
effect it will have on their daily | 
lives and future. However, there is | 
one vital point in the whole purpose | 
which seems to have been forgotten | 
—that of making full use of the | 
meaning behind it, and dramatiz- 
ing it. 

To call this new time “Daylight 
Saving Time” fails utterly in driv- | 
ing home the “reason why.” Day- 
light saving is only a reminder of 
happier days, of old days when we 


A DUTY 


| advertising has « duty to the Nation 
That duty is to inform men and women how to 
do the things that will expedite war production 

how to cooperate personally. in their homes and in 
thei businesses. to win the war how to conserve 


and avoid waste how to live and keep healthy’ 


Beaumont, Heller & Sperling Inc. - 12) M. 8th Street, Reading Pa. 


Advertising'’s function in wartime is pre- 

sented clearly and compactly in this mes- 

sage of Beaumont, Heller & Sperling, 

Reading, Pa., agency, printed in the 
Reading Eagle-Times. 


| new time 


| clocks 


gained a few daylight hours for 
ourselves for pleasure. To call this 
“War Time” comes closer, 
but it fails to convey the meaning 
as it should. It is too ponderous, 
a bit grim, and does nothing to spur 
people on. 

To call this ahead 


leaves 


setting of 
“Victory Time” no 
question of doubt. The very sound 
of the word “Victory” in_ itself 


|/makes one buoyant, and to use it in 


conjunction with our new time will 


| serve as a constant reminder to all 


of the goal we've set and the great 
task ahead of us. 
ADVERTISING AGE 
dium to help spread this thought, to 
put it into action. Let the clocks 
of America tell “Victory Time.” Let 


the radio give us “Victory Time.” | 


Let’s all live and work by “Victory 


Time” for Victory. 
Set. T. C. ROBERTs, 
Co. D, 104th Infantry, Provi- 


dence, R. I. 


. | F 


A Claim on “Stopper” 


To the Editor: Attached is an ex- 


ample of a coincidence in which two | 
companies advertising in the same | 
field, automotive, have adopted an | 


identical symbol for stopping. The 


Weaver dog, used primarily in di-| 
and posters, 


rect mail advertising 
could very well be the grandad of 
American Brakeblock’s, having or- 
iginated about eight years ago. 


Our company has used it in pro-| 


moting brake service for customers 
equipped with Weaver brake test- 
ers. This machine is an adjunct to 
the sale of brake linings and there- 


WEAVER CLAIMS 


AN OLD STOPPER 


The “Stopper” shown in the advertisement at the left, currently appearing in 


business papers for American Brakeblok 


Division, is a newcomer—according to 


Weaver Mfg. Co..—which greatly resembles a similar “Stopper” used by Weaver 
during the past eight years, and depicted on the direct mail piece at the right. 


is an ideal me-| 


fore the two symbols should get 
along nicely together. 

We are envious of the art work 
'on “Stopper” but a hound eight 
years old could hardly be expected 
|to have a coat to compare with a 
pup’s. 

J. R. Work, 
Advertising Manager, Weaver 
| Manufacturing Company, 

Springfield, Il. 


v v v 


Questions Worth of 
NPA Telegrams 
| To the Editor: I was interested 
| in your story in the Feb. 9 issue of 
| ADVERTISING AGE entitled ‘“Refute 
| Claim War Threatens Life of Maga- 
| zines.” 

In the St. Louis office alone, five 
| individuals, only one of whom had 


search Bureau report. It must be 


'a humdinger to stir an association 


/any connection with the advertising | 


| policy of the company, received a 
| long and expensive telegram from 
- National Publishers Association 
concerning the Research Bureau. 
We then wrote the NPA and 


| asked them for a copy of the Re- 


up to such aggressive action, par- 
ticularly when the plea is being 
voiced by governmental agencies 
and the communication systems 
themselves to keep all non-essen- 
tial messages off the wire circuits so 
that they may be clear for the 
transmission of information neces- 
sary in the war with the Axis. 

We are only a small advertiser as 
national advertising goes, so I judge 
that if we got five telegrams in our 
St. Louis office alone, plus those 
sent to officers of our company sta- 
tioned in Eastern headquarters, 
that some big companies like Gen- 
eral Motors, Chrysler, or duPont, 
probably received 100 or more such 
telegrams. 

To sum up, I think the telegrams | 
made a mountain out of a mole-hill 
—a mole-hill very few of the re- 
cipients had ever heard of. 

JAMES W. IRWIN, 

Assistant to the President, Mon- 

santo Chemical Company, St. 

Louis. 

v v v 
Urges ‘“Faith-in-America 
Advertising” as New Name 

To the Editor: There are un- 
doubtedly many better terms for the 
character of advertising which the) 


| ence, 
| results. 


| been a believer 
| search. 


i 


trade has been, and even now j, 
designating as “institutional” copy 
I think your substitution of “public 
service advertising” is excellen 
with its suggestion of broad aliry-. 
ism. 

However, it seems to me that « 
this phrase implies something 
strict focus on the advertiser's ay 
with the natural hoped-fo, 


Perhaps a more fitting libe) 
would be “faith-in-America ady or. 
tising,” conveying the suggestion of 
a cooperative investment in the 
ture—our “American way of | 
insurance. 

Rose Bobet, 
La Hacienda, New Yor\: 
a i 


| Suggests New Approach 


to Radio Research 

To the Editor: I have alwivys 
in marketing ;e- 
I think it is the great to] 
of modern advertising. A sore spot 
with me has always been the pr»- 
cedure in market research as {.\- 
lowed by the Stantons and Ropers, 
the Hoopers and Crossleys of radio 
I refer to the use of the telephone 
technique to determine the number 
of radio listeners. 

The fatal poll of the almost for- 
gotten Literary Digest should hive 
served as a signpost for all future 


Day and Night 


| Operation 
You will find upon investi- 
gation that we appreciate 
Catalogue, Publication and 
General Printing require 
ments and that our service 
meets all demands. We 


will be glad to help solve 
your printing and 
ciated problems 


asso 


ARTISTS e ENGRAVERS e LECTROTYPERS 
MAKE A PRINTING CONNECTION WITH A SPECIALIST AND A LARGE AND RELIABLE PRINTING HOUSE 
Business Methods and Financial Standing the . eee ‘ 
Our SPECIALTIES Highest Use NEW TYPE for 
(Inquire of Dun & Bradstreet lr or other adit ao 
mo “hs nd First National Bank, Chicago 
CATALOGUES ~ Catalogues, 
PUBLICATIONS Advertisements 
BOOKLETS Proper Quality and General 
HOUSE ORGANS Because of up-to-date equipment and - wemegss 
e have a iarge battery ol 
PRICE LISTS best workmen type ca ling “machines ‘and 
FLYERS Quick Delivery ff ag ae 
PROCEEDINGS “ae ' dak Gane eee 
CONVENTION Because of Automatic machinery and > hone. aioe 
Day and Night service cae ae GS eens tans 
| DAILIES ; : ight se ' - - = . ; ty 4 faces will 
| a1s0 cmema: Right Price ieee 
| PRINTING Because of superior facilities and etlicient ‘ad M otype 
requiring the same equif management an onotype 
ment and facilities to pro adi s Faces 
cuce s ° We have a large number: 
I type and Monotype ma- | 
TYPESETTING Satisfied Customers hir os ind A. ‘ton to ‘the | 
Linotype, Monotype, Ludlow Our large and growing business is be- ee ee en 
| and cause of satisfied customers, because of | {ni special type faces tur. | 
PRESSWORK repeat orders. We are always pleased | ""e¢ ‘f desired 
The wel end unusu i, alee to give the names of a dozen or more of . Good Presswork 
ind most economical r customers to persons or firms con We hav irge n amk er of 
ter nlatinad sSlacir ranthin orders cars eh 1G re e the 
| BINDING emplating placing printing orders with a oe 


rr ' , us 

The usual and unusual, a 

machine gathering, machine 
vering pecial trin 


NATIONAL 


2 es ss) 


te 


One of the lorcest, most efficient and completely 
equipped printing plants in the United States 


NATIONAL AND LOCAL 


Catalogue, Publication and General Printing 


ONE OR MORE COLORS 


Don't you owe it to yourself to 


out what we can do for you? 


Spe F ° . } 
: Consulting with us about your printing +1: . 
W tche S M ) ; 
chir The larg , a. - problems and asking for estimates does __ Mailing Service 
onomical not place you under any obligation whatever he 9 nay aiemaa.” titchis 
Ae » eA | 
| ¢ i J 1c] 
| MAILING Let Us Estimate on Your Next Printing cilities of our binding 
| If desired, we mail your 7 © nailing departme 
printed matter direct The LARGE and the SMALLER ORDERS urge that we 
Ch icago — the “entra post offi ce ° 
tributing point. fast as the pre 


(We are strong on our Specialties) 


Printing Products Corporation 


PRINTERS 
ONE OR MORE COLORS 


Telephone WABASH 3380 — Local and Long Distance 
Polk and La Salle Streets « Chicago, Illinois 


LOCAL 


Printing and Adver- 
tising Advisers 


We advise in determining meth 
ods for economical production 
If you want copy and illustra- 


tions prepared for one issue of 
printing or an advertising cam- 
paign planned 
securing catalogue compilers 
idve ng de 
signers. illustrator proper 
ency counselors or 


iny other assistance requested 


we assist 


ir 
if) 


artisl writers 


artist 


service 


ial, also Color 
presses and ir pre oT 


and feeders are the | 


find 


Binding and 
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ADVERTISING AGE 19 
researchers. The Digest, you'll re- nual receipts of $35,351,000, and a} : s : 
call, used the telephone directory Census Study Sets total of 9,046 employes. Outdoor F M Station Adopts Lincoln Retires from 
for a mailing list, and failed in its A I f advertising services numbered 679, Victory Symbol Courant” Ad Staff 
p oe ype Pages 2,000,000 “ verage ncome o with reeeipts of $46,844,000, and) an eo bo Detroit, — Arthur B. Lincoln, advertising 
turns. er polls, using personal | 8,688 employes. j}added “V” for Victory to its call| director of the Hartford Courant, 
investigation, succeeded. Agency at $60,000 The report gives the legal forms| letters. After the usual signature|has retired from that post. He 
)bviously, personal research can- of organization for all service estab- | !isteners hear the sound effect of| had served as director since 1936, 
ye wr ““,..| Washington, D. C., Feb. 11—The ° . ¢ ¢,,| three staccato dots and a sustained and had been a member of the 
not be used in determining radio| . erage advertising agency in 1939 | lishments counted as a part of the| gach. followed by the voice of the Courant’s advertising staff for more 
audiences. To plant several thou-| 1.4 ten employes and enjoyed re-| 16th Census, taken in 1940. Break-| announcer saying, “‘V’ for Victory.” | than 30 years sine 
sand investigators on selected door- | ceipts of about $60,000 during the 2°W"S show the number of indi-| The device used to produce the} Mr. Lincoln joined the newspaper 
steps at a given hour would be the | onnt. cunts of os 1939 Ganmes at vidual proprietorships, partnerships, “V" in Morse code was constructed in 1909, having previously worked 
he ght of research folly. But I be- | Rusiness report on service ented. corporations and other forms of or-| by W45D engineers and works at on the Chronicle, Willimantic, Conn. 
lieve I have a solution in the use | lishenente reveals : ganization in each service industry. | the touch of a button. Charles H. Conland, for the past 
of a mailed questionnaire and I The C B : ted 1.628 ee two years assistant advertising 
glidly toss it out to anyone inter- | © VENSUS HUPSAU Teported 2, Escher Adds Post director, succeeds Mr. Lincoln. 
ested, in the hope that it will se- | ee ee eel pany Joins “Beauty and Health” Young America, New York, has Pony 
cure new and improved information | "e¢eipts amounted to $97,372,000, 4 ’ ss. Appoints W. R. Holmes 


) radio listenership, 
The mailing list would be made | 
up from the city directory. The| 
directory is not restricted to income | 
groups, telephone users, or special | 
groups. The names of sufficient | 
persons to establish an adequate | 
sample would be gathered. 

To these persons would go a 
mailing, consisting of an envelope 
imprinted with the following mes- 
“You can help us greatly if 
you will open this envelope on Fri- 
day, Jan. 30, at exactly 8:17 p. m. 
If you are not at home, please take 
this envelope with you and open 
it at the appointed time wherever 
you are. Then, follow the instruc- 
tions given on the inclosed form.” 
The form would ask “Are you lis- 
tening to a radio at the present 
time’? “What program are you 
listening to’? etc., the usual ques- 
tions asked by ‘phone in radio re- 
search. 

This type of research could be 
used a considerable number of 
times without duplicating the sam- 
ple. As a matter of fact, in a per- 
sonally conducted survey, I have 
discovered only one person in 50 
who has ever been contacted by 
telephone by the radio researchers. 

In any event, I can’t personally 
conduct the mail research myself, 
but if the radio scientists want to, 
they can. Possibly they will find 
flaws in this novel approach to an 
age-old radio problem. If so, I'd 
like to hear them. 

GEORGE J. ABRAMS, 
70 Mt. Pleasant avenue, New- 
ark, N. J. 


sage: 


v v 


Wield a Salami! | 


To the Editor: Something new in| 
gifts for service men is suggested 
by the enclosed advertisement from 
the New York Post headlined “Send 
the Boys a Salami!” It offers a four- 
pound full-size fresh Salami, post- 
age and delivery included, for two 
dollars. 

Of course, if any lad didn’t care 
to eat his four-pounder, it could 
always be used as a weapon. 

ALLEN GLASSER, 

Editor, “Winners Weekly,” 

Morris Heights, N. Y. 


v 


| 


NEW HAVEN 
is Fst! 


Alvin J. Fellows of New Haven in- 
‘ented and patented the tape measure 
. t ts enclosed in a circular case with 
rte ag « click clock so as to hold the 
= at any desired point. Millions of 
beth t ye measures have been made 

in inches and meters, since its 
tees manufacture in New Haven in 


whe New Gaven Register 
RST in Connecticut in Circulation 


EE 


and employes numbered 16,636. 
More than half of the receipts— 
$53,546,000—went for payrolls. 
The report also lists 13,570 print- 
ing and publishing shops, with an- 


L. Arthur St. Phillip, previously 
manager of the insurance depart- 
ment of Macfadden Publications, 
New York, has joined the Eastern 
advertising staff of Beauty and 
Health. 


named John Escher, formerly as- 
sociate publisher, to handle the 
duties of advertising manager in ad- 
dition to his present responsibilities. 
E. V. Carroll has been named East- 
ern advertising manager. 


William R. Holmes, formerly with 
Shell Oil Company, New York, has 
been named production manager of 
Westheimer & Co., Advertising, St 
Louis. 


Sinks a Battle ship / 


When you learn that the pulp for a particular paper you usually buy 


goes now into making explosives, just be thankful that America has such 


war essentials. Grades may be changed, but in cooperation with Govern- 
ment agencies, Champion still will produce such quality papers for Gov- 


ernment and essential civilian needs as the present emergency will permit. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C.. . . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Couted and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing .. . Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 
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PROMOTES LABEL 


THE STATE OF MEW TORK + DEPARTMENT OF BERICULTORE ane manent’ 


The New York State Department of 

Agriculture and Markets ran this copy 

in the Syracuse Herald-Journal, a one- 

time shot, marking its first promotion 

since March, 1940, of farm products 

carrying the Empire State label. J. M. 
Mathes is the agency. 


Reports of Book 
Paper Shortage 
‘Exaggerated’ 


Present Supplies Plen- 
tiful, Symposium Is 
Told 


New York, Feb. 10.—-Reports that 
advertisers and publishers may face 
a shortage of book papers were 
termed greatly exaggerated here 
last week by representatives of 
leading mills who participsted in a 
symposium sponsored by the Pro- 
duction Men’s Club of New York. 

Although warning their listeners 
that Washington decisions are mado 
swiftly these days and the situation 
might conceivably change overnight. 
the paper men asserted that at pres- 
ent supplies of coated and uncoated 
book paper are plentiful. While it 
is true that war requirements may 
consume as much as 50 per cent 
of the output of some mills, the 
experts pointed out that such papers 
do not fall into the book category 
and consequently will affect adver- 
tising activities very little. 

The discussion highlighted the 
following points: 

Of current book-paper tonnage, 
only 10 per cent is likely to be 
required for defense agencies, in- 
cluding lease-lend sales. In con- 
trast, 59 per cent of all paperboard 
production is earmarked for govern- 
ment use; 40 per cent of all rag 
paper; 15 per cent of all sulphite 
grades of bond, writing and mimeo. 

Chlorine rationing will be felt 


ENT 
STORE ECONOMIST 
————the fastest 
——— most efficient 
—— most thorough 


—most economical 


te: s0ft th é& veut 
$5,300,000,000 
DEPARTMENT STORE 
MARKET! bi 
DEPARTMENT STORE ECONOMIST 
100 E. 42nd St., New York 


30,000 CCA Issued on the 
10th and 25th of Each Month 


very strongly in the months ahead, 
with all book papers, save coated 
enamels, and all bonds, ledgers, 
mimeos, covers and bristols showing 
a cream tint. Papers will suffer 
from other imperfections, due to 
inferior pulp and chemicals, but the 
printability of individual sheets will 
not be affected. 


Price Level Steady 


The belief was expressed that 
coated papers will suffer least from 
material shortages and rationing; 
that lithographers need not be con- 
cerned over coated papers at pres- 
ent, since casein supplies are still 
plentiful; that allocation of pulp for 
paper - making, as_ distinguished 
from pulp for munitions, will pro- 


ADVERTISING AGE 


tect advertisers and publishers. It 
was also pointed out that prices 


have been frozen by agreement of 


paper manufacturers. 
“Rumors Without Foundation” 


Rumors that many magazines face 
suspension due to book paper short- 
ages were termed absolutely with- 
out foundation. 

Participants in the discussion 
were William Norton, treasurer, 
American Writing Paper Corpora- 
tion; William McGilpin, New York 
sales manager, Strathmore Paper 
Company; Joseph Moses, sales man- 
ager, Falulah Paper Company, and 
Stanley Styles, sales manager, Mar- 
tin Cantine Company. C. V. Morris, 
Linde Paper Company, presided. 


McFetridge Named to 
WPB Publishing Post 

Lyle Walker McFetridge, circula- 
tion director, Tulsa World-Tribune, 
has been appointed circulation spe- 
cialist in the newspaper section of 
the printing and publishing branch, 
War Production Board. He has been 
with the Tulsa paper since 1913, 
except for service in the last war. 

He is a past president of the Mid- 
West Circulation Managers’ Asso- 
ciation, and is secretary-treasurer 
of the International Circulation 
Managers’ Association. 


Cole Joins S & W 


Norman G. Cole, formerly with 
S. T. Seidman & Co., has joined the 
advertising department of S & W 
Fine Foods, New York. 


sneeeeen dt 


Affiliation to Hold 
Meeting in Windsor 

The 39th annual convention of the 
International Affiliation of Sales ang 
Advertising Clubs will be held 
Windsor, Ont., May 8-9. 

Membership in the affiliation 
includes advertising clubs in Bur- 
falo, Cleveland, Erie, Greensbu 
Hamilton, Jamestown, Johnstoy 
Kitchener-Waterloo, London, M 
dina, Niagara Falls, Pittsbur; 
Syracuse, Toronto, Windsor a 
Youngstown. 


Knapp Sells Interest 


Walter C. Knapp, co-publisher 
the Daily Breeze, Dansville, N. \ 
has sold his interest in the paper 
his brother, Bayard H. Knapp, a) 
the latter’s son, Calvin. 


TRY THE WEST...Then Add the Rest 
The Pacific Coast is the 


essential radio testing factors are combined: 


ISOLATED REGIONAL MARKET 
The Continental Divide sharp- 
ly limits natural sales areas. 


REGULAR SALES REPORTS 
A. C. Nielsen (for subscribers), 
Facts Consolidated check sales. 


MONTHLY AUDIENCE REPORTS 
The C. E. Hooper Pacific ratings 
check the listening habits, too. 


NO CONFLICT FROM OUTSIDE 
Other regional campaigns do 
not penetrate the Far West. 


only area where all eight 


ALL TYPES OF LISTENERS 
You get city and farm homes. 
class and mass markets. too 


“BASICS” IN MINIATURE 
Coast regional networks carr 
all coast-to-coast program 


HOLLYWOOD PRODUCTION 
You can “add the rest” wil) 
the same program you te>'. 


ONE-TENTH THE TIME COST 
Your test in the West will | 
economical as well as positiy « 
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i denen in the 


Armed 


Forces 


It 


WT) 


join 
ond 


Lieut. Nate Pumpian now. 
head of the media department 


tienri, Hurst & McDonald, Chi- 


agency, has just been commis- 
d in the U. S. N. R. and is 
ting for duty at a New Eng- 
naval base. For the duration 
uties at the agency are being 
, over by Louis C. Paul, space 


ank Conwell, sales promotion 


publicity director of Stations 
1J and W55M, Milwaukee, has 
i the Navy as radio man, sec- 
class, and has been appointed 


to the Navy’s new radio school in 
Chicago. 

Arnold Wells, publicity 
of Ohio Advertising Agency, Cleve- 
land, has joined the Army Ajr 
Corps, and is now stationed at Max- 
well Field, Montgomery, Ala. 

Kurt W. Steinbrenner, publicity 
department of Stations WLW-WSAI 
of the Crosley Corporation, Cincin- 
nati, has been recalled to active 
duty with the Army after having 
been released under the 
limit. 

Gordon Onstott, production man- 
ager, L. C. Cole Advertising, San 
Francisco, has joined the Army and 
is now stationed at Camp Roberts, 
Cal. 

Lieut. Henry C. Mulberger, presi- 


director 


28-year 


dent of H. C. Mulberger, Inc., Mil- 
waukee, has been called on the 
reserve officer list, and is now in 
the recruiting and publicity office of 
the Army Air Corps in Milwaukee. 

Henry G. Whittlesey, advertising 
manager of Strawbridge & Clothier, 
Philadelphia, is now attached to the 
military intelligence division of the 
Third Corps Area as a lieutenant, 

Richard McLean, of the Chicago 
office of O’Mara & Ormsbee, Inc., 
newspaper representative, has en- 
listed in the United States Marine 
Corps. 


Appoints Onyx Studio 

Robert de Postels, illustrator, has 
appointed Onyx Studio, New York, 
as his representative. 


Advances Three 


William Alexander, merchandis- 
ing and advertising manager, Per- 
sonal Products, Milltown, N. J., has 
been elected to the board of direc- 
tors. Frank D. Callahan, field man- 
ager, and Walter J. Metts, plant 
manager, have been elected vice- 
presidents in charge of sales and 
production respectively. 


To Ask Liquor Ban 

An anti-liquor legislative pro- 
gram, which will embrace removal 
of spirituous liquor advertising from 
billboards and other outdoor media, 
has been announced by the Penn- 
sylvania Legislative Committee, an 
organization composed of 13 reli- 
gious and civic associations in the 
state. 


How to sample 


network radio... 


and at “sampling” costs! To learn what network radio can 
do for you, you must try network radio. But there’s no need to 
go coast-to-coast to find out. Columbia Pacific...a basic part of 
Columbia’s coast-to-coast network...will give you all the answers! 


Eight reasons, just to your left, show why in no other area can 


you make a test as thorough, as accurate, or as convincing! 


To find out what network radio can do for you, try it first. But 


try it wisely — with Columbia Pacific. 


COLUMBIA PACIFIC NETWORK 


© 


A Division of the Columbia Broadcasting System ¢ Palace Hotel, San Francisco — Columbia 


Square, Los Angeles ¢ Represented by RADIO SALES: New York, Chicago, St. Louis, Charlotte 


FARE BOOST 


RAILROAD FARES AND 
THE WARTIME EMERGENCY | 


Pyeng cas -z | 


aan ITT ING 
ee et ee 


Necessity for the recent increase in rail- 
road passenger fares is explained to the 
public in this copy carried last week in 
118 newspapers of 52 cities of more than 
100,000 population. Al Paul Lefton Co., 
Philadelphia, placed the copy for the 
Trunk Line Association, New York. 


Turf Dailies’ 
‘Morale’ Series 
Starts in Papers 


New York, Feb. 10.—Featuring an 
afternoon at the races as an ideal 
“morale booster” for a nation bur- 
dened with war worries, National 
Turf Dailies this week launched a 
series of advertisements in 40 news- 
papers covering 14 major cities 
Copy will appear once a month, 
with 1,000-line insertions running 
in areas where race seasons are 
currently in progress, 

“Prescription for Relaxation” is 
the heading on one of the ads which 
continues, “Time off from your la- 
bors—whether a few hours or 
longer—sends you back to the job 
with a fresh viewpoint . . . renewed 
vigor . . . the ability to do better 
work. That's what relaxation does. 
It gets you ‘out of the rut’ 
| boosts your morale.” 
| Al Paul Lefton Company, Phila- 
_delphia, is the agency. 


KGA, WMBG Boost Power 


Station KGA, Spokane, Blue Net- 
| work affiliate, formerly operating 
with day and night power of 5,000 
| watts, will increase its power to 
| 10,000 watts effective April 1. Sta- 
tion WMBG, Richmond, also a Blue 
affiliate, will raise its night power 
|from 1,000 to 5,000 watts by 
March 1. 


Names Robbins 


Norman H. Robbins, formerly 
copy chief at Lynn Baker Company, 
|New York, has joined Needham & 
|Grohmann, New York, in the same 
capacity. ; 


SUCCESS 


Bond Clothing Co. is 


now well in its third year 


as sponsor of our daily 
7:45 a. m. United Press 
newscast. Their retail unit 
| in St. Louis is the largest 
and most successful in its 
classification in the city: 
KWK news has proved an 
appropriate medium 
toward that end. 


ST. LOUIS _ 


—KWK 


— MUTUAL— 
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Still Here, Sammis 
Tells Coast Group 


Los Angeles, Feb. 10.—An incisive 
picture of “what to expect in na- 
tional advertising and how to handle 
it” was presented to the Oregon 
Press Conference last month by 
Ford Sammis, director of public 


j : | 
/not ceased to knock on the adver- | 


Opportunities Are 


| 


tising man’s door, 


said Mr. Sammis, that: 
“1, The war will present many 


difficult problems with events mov- 
|ing awfully fast. 


“2. As in any time of stress, we 
will see a lot of changes—new faces 
popping up, old faces gone, familiar 
popping up, old faces gone, fa- 


miliar faces hidden under wartime | 


camouflage. 
“3. Advertising volume is almost 
certain to decrease for several rea- 


|sons: a—The natural tendency of 


| management to pull in its horns in| 


relations for the Pacific Coast Pe-| 


troleum Industry, who pointed out 
that change is definitely the order 
of the day, but that opportunity has 


| advertising; 


the face of an uncertain future; 
b—Unavailability of products will 
remove the raison d’etre of product 
c—Decreased profits 


and the drive for increased effi- | 


|ciency will eliminate such adver- | 
“We may be reasonably sure,” | 


tising as has doubtful productivity. | 

“4. On the other hand, the pic- 
ture isn’t entirely black. We know | 
that in England after the first shock | 
of the war, advertising bounced | 
back vigorously to a healthy level. | 
We also know that what may spell | 
disaster for some will be oppor- 
tunity to others.” 

“While advertising history has not) 
yet become so stereotyped as to 
repeat itself, it may pay us to look 
at what happened to advertising 
during the last war,’’ Mr. Sammis 
went on. 

“In 1917 there was a group of 
successful—and smart—advertisers, | 
who realized that in spite of war 
normal times would eventually re- 


turn, who had the guts and the 
confidence in themselves, in their 
products, in the future of the coun- 
try and in advertising to continue 
advertising their products and serv- 
ices. Among those businesses are 
names such as these, which are 
household words today: Sunkist 
oranges, Phoenix hosiery, Gillette 
razors, Eastman Kodak, Corona 
typewriters, Whitman’s candy, 
Coca-Cola, Wrigley’s, and a host of 
others. 

“There was a second group of 
courageous, far-sighted, business 
men who had the nerve to actually 
start new ventures while the war 
was going on. Many of them made 
good and have become leaders in 
their field. They include: U. S. 
Rubber Company, Pepsodent tooth- 


Cleveland Press 


A SCRIPPS-HOWARD 


The degree of faith and depth of affection which 
readers have for a newspaper is reflected in its 
circulation. The Cleveland Press has the largest 
circulation coverage of the Cleveland area in its 
entire history. This is evidence of its Power . . 


power to do good; power to move goods. 


The 


NEWSPAPER 


IKE a catalytic agent in a chemi- 
L cal experiment, the treacherous 
Japanese attack on Pearl Harbor had 
the overnight effect of uniting all 
Americans in a common cause. It 
swept into limbo the rubbish of racial 
conflict, political partisanship, and 
class warfare. From now on, our 
enemies face a united people in the 
United States. 

Cleveland, like all great American 
cities, has had differences of opinion 
to adjust, varying interests to be 
merged in the common welfare. Yet 
it is unlikely that one could find, any- 
where in America, a city of similar 


size and make-up that has adjusted 


itself more quickly and completely to 
active participation in America’s war 
effort. 


humming with all-out production. Re- 


Cleveland’s industries are 


cruiting stations are busy, sales of 
defense bonds and stamps far beyond 
quota. Cleveland’s citizens have en- 
listed their natural civie-mindedness 
in the service of the country at large. 

A large share of the responsibility 
for Cleveland’s smooth transition to 
a wartime economy lies in the leader- 
ship exerted by Cleveland’s news- 
papers. This goes far beyond the fact 


that these papers have consistently 


“CLEVELAND 


supported all-out preparation for the 
present conflict. It has its roots in 
their persistent efforts, over many 
years, to keep Cleveland informed 
about itself. As a result, Clevelanders 
have faith in each other—in them- 
selves—in their leadership—and in 
their ability to see this thing through 
without confusion or hysterics. 

It is only natural that times like 


these should make the ties even 


stronger between Clevelanders and the | 


newspapers they have learned to trust. 
They depend upon them, not only 
for complete news of the War in all 


parts of the world, but for facts and 


features affecting their own partici- 


pation. This is particularly true of 
the “CLEVELAND PREss”, with its 
“You Can Help” Department, its 
Information Bureau for registered 
parents of servicemen, and other 
timely features. 

The greater attention that Cleve- 


landers are paying to their news- 


papers today has a significant value | 


to advertisers. Daily needs go on in 


Cleveland—and Clevelanders have 


the means to fulfill them. The 
products and services they meet on 
their newspaper pages will be most 


likely to get their patronage. 


1S A NEWSPAPER MARKET“ 


_ 


paste, Wilson sporting goods, Gen. 
eral Cigar Company, Californjs 
Prune Growers Association, Ever. 
sharp pencils, Lucky Strike cigarets. 
California Walnut Growers Associa. 
tion, Del Monte foods, and many 
others. : 

“There was a third group of aq. 
|vertisers at that time—those who 
had the market corralled, w) ose 
names were on every tongue, ho 
were big and complacent and not 
very smart. They decided to cave 
money, to quit advertising for the 
| time being. Among them are nares 
| you may remember, but have p \b. 
| ably forgotten: 


Pearline Pear’s soa; 
Omega Oil Sweet Cap: ral 
Sapolio cigarets 
Cottolene 


“Some of them tried to stage 
comebacks later. They spent a lot 
of money trying to recapture pu lic 
|fancy but were unable to do so 
Their effort was wasted becaiise 
new and aggressive companies \\ad 
moved in and won the pu)lic 
through advertising. 

“I know of no more forceful ¢ ise 
|for advertising than these actual 
case histories. Perhaps you may 
be able to apply them in your own 
sales contacts. 

“As in the last war,’ Mr. Sammis 
said, “we will undoubtedly see new 
advertisers emerging from the pres- 
ent war. Who will they be? They 
may be anyone, they may come 
from anywhere. We must be on 
| the alert for them. 
| “There are four main sources that 
I can see of new advertisers result- 
|ing from this war: 

“1. New products and materials 
| developed for war may be adapted 
for public use. By the’ same 
token that aircraft manufacturers 
| have found baby bottle nipples ideal 
| to plug spark plug holes and gas- 
lines during plane assembly, some 
| gadget they have developed for war 
|may find its way into peacetime 
| use by millions of babies. 

| “2. Substitute products may 
prove superior to those they re- 
place. For example, new containers 
which are being substituted for tin 
cans, various new plastics, and arti- 
ficial rubber. 


increased production of many mate- 
rials will, after the war, present 
unlimited opportunities. In par- 
ticular, I think we wall see a boom 
in civilian aircraft sales, aluminum 
should be much cheaper, and a new 
material — magnesium — will _ be 
available in quantity for the first 
time. 

“4. Public habits and tastes may 
undergo drastic changes as a result 
of war conditions and provide new 
wants which will be filled by 
aggressive new advertisers. After 
the last war we got bobbed hair 
|and bobby pins, automobiles were 
|}sold in quantity for the first time, 
and the public went cigaret crazy.” 

Reports Oil’s Answer 

Turning to the question of what 
existing companies will do with ref- 
erence to advertising and _par- 
| ticularly to the situation in the 
petroleum industry, Mr. Sammis re- 


WE MAKE. 
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USING HUMOR 


‘Red Wabbler says: 


beer Bnew © tng tough lock bese whe wo 


wane te herr? Well valle ore himde lhe ther 
Some em ore cme damend herd Bet you 
shi gette wear em gente Dent beng om 
around & 4reg chains or howks on am. & linie 
oh OF Gouge might held wp 6 whole mill run and weue © lore 

quem | dont howe te tell yew guys how precious time 


A unique series of posters humorously 
outlining the fundamental “don'ts” in 
caring for rolling mill rolls is being dis- 
tributed free of charge to mills by Mack- 
intosh-Hemphill Co., Pittsburgh. The 
series was created by Ketchum, MacLeod 
& Grove, with illustrations by Cy Hun- 


gerford, cartoonist of the Pittsburgh 
Post-Gazette. 
counted the difficulties facing the 


industry, and went on: 

‘None of these problems which 
the war has brought to the petro- 
leum industry tend to increase the 
sale of gasoline; none of them point 
to additional advertising appropria- 
tions. Is the oil industry going to 
quit advertising during the war? In 
answer to that question, let me read 
a statement by the = advertising 
manager of one of the large oil 
marketers: 

“Certainly the oil industry has 
had its problems. .. But our theory 

that this company is going 

here a long time after the 
is over, and we are going to 
need a lot of friendly customers 
after the war. If we reach a point 
where we can’t tell a specific prod- 
uct story we can still tell an insti- 
tution tory. If we have to ration 
gasoline, we can feature a 
service story. If people can’t buy 
new cars and have to make the old 
alopy last a few years longer, we 
can feature a maintenance or lubri- 
cation story. 

‘In other words, any company 
today that expects to stay in busi- 
ness, that can keep its plant run- 
ning, has some advertising story it 
can tell the public, some story that 
will make and hold friends and 
customers for the future. Even if a 
company can’t deliver now to its 
customers because of defense orders 


Is this: 
to be 


war 


Ol DOO! 


New a @ Atlante 
e 


or priorities, it can at least tell peo- 
ple why it can’t make the deliveries. 
That will keep them from thinking 


| that the company let them down. 


“*So this company expects to do 
an advertising job, to continue the 
job that has been going ahead con- 
sistently for the past 20 years.” 

“That goes for most of the oil 
companies with whom I have dis- 
cussed this situation. In my opinion, 
you may expect continued adver- 
tising from the oil industry—both 
company advertising and, I hope, 


,industry campaigns—but it may be 
| less and of a different nature from 


what you are used to.” 

The war has given advertising’s 
enemies another string to their bow, 
Mr. Sammis said. “Their claim has 


been that advertising is untruthful, 
that advertising raises the cost of 
goods, that advertising is an eco- 
nomic waste. Now they add the 
insidious charge that advertising is 
unpatriotic. 

“We know they are wrong, but 
we have to prove they are wrong. 
We must do something positive to 
counteract this attack. This is ad- 
vertising’s own public relations 
problem. 

“The Pacific Advertising Associa- 
tion has been carrying on an aggres- 
sive program along this line for 
about a year and it is starting to 
show some real results. . . Steps are 
being taken to educate advertisers, 
too. A bulletin being sent out to 
advertisers carries the following 


message: 

“1. Keep Advertising Regularly 
unless priorities or war conditions 
prevent. 

“2. Keep Brand Names Before 
the Public. Keep the public mem- 
ory fresh with the names of prod- 
ucts and institutions which they 
have learned to value. Well-ac- 
cepted brands will be your best 
tools to recoup markets when war 
is over; forgotten brands are hard 
to bring back. 

“3. Do a Real Public Relations 
Job with Your Advertising. Show 
the public that when you advertise 
you are doing them a service. 

“4. Advertise Alternate or Sub- 
stitute Products telling why by 
using them the public will help win 


the war. Some of these products 
will build permanent markets for 
you. 

“5. Make 


Your Advertising 


Timely and Keyed to the Crisis. 
Remember that advertising is 
news.” 


Fuller Named Director 

Avard E. Fuller, who was named 
sales promotion manager in April, 
1941, has been elected to the board 
of directors of Fuller Brush Com- 
pany, Hartford. 


Hoffman Promoted 


Phil R. Hoffman, manager of 
WNAX, Sioux City-Yankton, has 
been named _ vice-president of 
WNAX Broadcasting Company. 


Most of us are apt to think of America’s Defense effort 
as a movement which started within the last 12 or 18 
months. Yet throughout the length and breadth of our 


nation ... among scientists, laboratory men, and in fac 


lories . . . preparation for preparedness has been going 


on continually for many years, even though no particular 


thought was given to war. 


Giant bombers and 


heavy tanks of today are only 


grown-up versions of the first aeroplane and the first cater 


pillar tractor. Regardless of the product . « « whether 


*Original tractor illustratios 


Couled 


esy Caterpillar 


a 


CONSOLIDATED 


AT UNCOATED PRICES 


PRODUCTION GLOSS COATED - MODERN GLOSS COATED 
PRODUCTION COATED E.F.- LAKELAND COATED 


CONSOLIDATED WATER 
MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


Tractor Ca., Peoria, Illinois 


atm 


PAPERS 


paper, food packaging, or gunpowder . . . any method or 


process for making it better, or faster, or with a smaller 


expenditure of labor or mac hinery, obviously releases extra 


labor and machinery for direct defense needs. 


So, in the pioneering done years ago by Consolidated 


Water Power & Paper Company, culminating in the pro- 


duction and perfection of finely coated enamel papers at 


uncoated paper prices 


for defense. 


.. + Consolidated actually pioneered 


Today in every part of the nation publishers, adver 


tisers, and printers are buying Consolidated Coated 


Papers at unc oated paper prices, ellecting material savings 


in paper costs and improving quality printing alt the same 


time — thus recognizing in these trying days the out 


standing service rendered by Consolidated’s success in 


placing fine coated paper within the budget of every 


printing paper user. 


Consolidated Coated Papers ave stocked and sold by leading paper 


merchants in the important cities throughout the nation. 


It will pay you to learn all about them. 


POWER & PAPER COMPANY 


135 SO. LA SALLE ST., CHICAGO 


SALES OFFICES 
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McClinton to Direct 
Wartime Radio Series 

Harold L. McClinton, vice-presi- 
dent in charge of radio at N. W. 
Ayer & Son, Philadelphia, has been 
granted a leave of absence to super- 
vise production of “This Is War!”, 
a new series of programs to be 
broadcast over four nationwide 
radio networks starting Feb. 14. 
Herbert Sanford, who has been 
assistant to Mr. McClinton, will 
head the agency’s radio department 
during the leave of absence. 

The new series will be aired Sat- 
urdays at 7 p. m., EWT, and has 
been accepted by the White House 
as “a major contribution of the 
broadcasting industry toward dra- 
matizing and interpreting the war- 
time resources and activities of the 
government to American people and | 
the entire world.” It is planned to | 
shortwave the program throughout | 
the world in many languages. 


Named by | Sharples 


Joann B. Sharples has_ been 
named advertising director of 
Sharples Corporation, Philadelphia, 
centrifugal and process engineers. 


| . 
Clubs Establish 

New Victory Committee 

K. E. Kellenberger, advertising 
manager, Union Switch & Signal 
Company, Pittsburgh, and president, 
International Affiliation of Sales 
and Advertising Clubs, has named 
a Victory publicity committee to 
cooperate with government officials. 

Committee members include Paul 
H. Bolton, president of the Bolton 
Advertising Company, Youngstown, 
O., as chairman; Grant Stone, 
Cleveland; Don Allshouse, Erie, Pa.; 
R. S. McCarty, Pittsburgh; Eric 
Zimmerman, Greensburg, Pa., and 
Don Thomas, Buffalo. Canadian 
associates will be kept informed of 
the committee’s activities. 


Rejoins Continental 


Robert L. Smith, who previously 
had spent six years with the com- 
pany as advertising and sales man- 
ager, has rejoined Continental Dis- 
tilling Corporation, Philadelphia, 
after an absence of two years. Mr. 
Smith has been named vice-presi- 
dent in charge of sales and adver- 
tising. 


| Notes from 


New Zealand 
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Sales for you right here... 


ARKANSAS 


ww 
PRIMALY and SCCONDALY 


1eay 


{ 


FLORIDA 


Daytime Coverage 


You get both with: 


50,000 watts - - clear channel 


You won't find WWL on many 


radio push-buttons in New 
Zealand or Cuba or Alaska, 


though we have received let- 
of 
and throughout 
the United States. 


ters from listeners in all 


these places 


But in the Deep South this 
50.000-watt, clear-channel sta- 
tion is not only first on the 
push-buttons but first in the 
of of 


And that means real 


hearts its millions 
friends. 


results for every user ae 


The greatest selling POWER 


in the 


South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 
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W ‘s Week] Names Ronalds Agency Get FM Grants 
omen S, ee yY McColl - Frontenac Company,| Federal Communications Com- 
Texas Company’s Montreal asso-| mission has authorized the con- 


Magazines Report 
Only Linage Gains 


Feb. 12. — With the) 
of February women’s | 
magazines and January weeklies, | 
the country’s national magazines | 
dropped off in advertising linage | 
during February, according to fig-| 
ures compiled this week by Pub- 
lishers’ Information Bureau’ and 
ADVERTISING AGE. 


Linage in the 


Chicago, 
exception 


general list 


of | 


magazines for February declined 5.3| pointed O. S. Tyson & Co., New| 


per cent below figures reported for 
the same month of 1941. Women's 
magazines, however, posted a gain 
for the month of 8.6 per cent, while 
January weeklies were up 13 per 
cent over the similar month last 
year. 

Standard magazines declined 
per cent for February, while the 
outdoor group dropped off 9.7 per 
cent. Heaviest decrease was posted 
among the mail order magazines 
with a net loss of 32.1 per cent. 


llth Consumer Center 
Established in D. C. 


The Consumer Division, Office of 
Price Administration, has opened a 
consumer information center’ in 
Washington, D. C., to supply house- 
wives with information on prices, 
household conservation, substitute 
products, supply and quality of con- 
sumer goods, and other war-born 
problems. 

Similar centers have either been 
opened or will be soon in the fol- 
lowing ten cities: Chicago, Detroit, 
Williamsport, Greenville, S. C., St. 
Louis, Seattle, Bremerton, Wash.., 
Newark, Elizabeth, N. J., and Minne- 
apolis. 
sponsor the center, dispensing in- 
formation supplied by OPA. 


22.4 


In each case, local groups | 


ciate, has appointed Ronalds Adver- 
tising, Ltd., Montreal, to direct its 
account. 


a) “” 
Page to “Newsday 
Henry C. Page, for the last five 
years general manager of the Jour- 
nal, Knoxville, Ky., has been named 
general manager of Newsday, 
Hempstead, L. I. 


Names O. S. Tyson 
David T. Abercrombie Company, 
New York, camp outfitter, has ap- 


York, as its agency. 


struction of two FM transmitters 
in Jersey City by the New Jersey 
Broadcasting Corporation, operator 
of Station WHOM, and Bremer 
| Broadcasting Corporation, operator 
'of WAAT. 


BUSINESS PAPERS | 


Who Advertised and Where 
When They Advertised and How Much 
Allin 


BRAD-VERN’S REPORT 


135-21 Union Tnpk., Flushing, N.Y 


WOR 


305 EAST 47th STREET - 


NEW YORK «+ TELEPHONE: Wickersham 2 = 


‘Ed. Kramer, 


WHEN | GIVE MY ENGRAVING 


K 70 YOU, | KNOW | CAN 


DEVOTE MY ENTIRE TIME AND 
ENERGY TO CONSTRUCTIVE 
THINKING AND PLANNING” 


PHOENIX ENGRAVING COMPANY, Inc. 
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Conscription of 
Wor Workers 

I: is not too soon to consider the 
con-cription of management as well 
as \abor in order to get the 23,500,- 


000 workers for war jobs who will 
be needed to carry out this coun- 
trys war program, warns Factory 
Management & Maintenance for 
February in a discussion of the sub- 
ject under the title, “Will Conscrip- 
tion for War Work Come?” On the 
face of it, there will be but little 
choice, the article asserts in reveal- 
ing results of a survey among la- 
bor. industry and government. 


In analyzing the situation, 
publication points out that the na- 
tion has a total labor force of 
55,000,000 persons, which includes 
storekeepers, housemaids, chefs, dog 
catchers, glamor girls, executives 
and anyone else able to earn a liv- 
ing. From this 55,000,000 must be 
subtracted €000,000 of the young- 
est men for military services and 
23,500,000 of the ablest workers for 
war work alone, leaving 25,500,000. 
From this remaining supply must 
be subtracted 10,500,000 for agricul- 
tural labor; 4,000,000 for essential 
manufactures; 4,000,000 for trade 
distribution and finance; 2,500,000 
for government service; 4,000,000 
for the service industries; 1,500,000 
for transportation industries; 1,000,- 
000 for construction; 1,000,000 for 
utilities; 300,000 for mining to sup- 
ply civilian needs; and _ 600,000 
for miscellaneous occupations. All 
these, the publication says, are 
minimum estimates, and most of 
them, except agriculture and gov- 
ernment, represent reductions of 50 
per cent from 1940 averages. And 
when these deductions are com- 
pleted you are faced with a deficit 
of nearly 4,000,000 workers. 

Alongside these facts, Brig. Gen. 
Lewis B. Hershey, director, Selec- 
tive Service System, in an exclusive 


tatement says: “One warning 
hould stressed above all others. 
It is t Begin now to train older 


men, handicapped people, and wo- 
men. Train them for every sort of 
work for which you may find them 
adaptable. Bear in mind that the 
actual combat services sooner or 
later may claim all able-bodied men 
from 20 to 27 and many men above 
that age, while nearly all men up 
to 35 will be called for some form 
of service. Even the aircraft plants, 
the shipyards, and other key war 
industries must reconcile themselves 
to this fact.” 

Labor will accede to being drafted 
because this is war, the article 
asserts, and it. will go to work wher- 
ever itis needed, being moved about 
like checkers just as is being done 
in England. And while there are 
those who doubt that management 
may come in for similar handling, 
or, rather, would accept it, there are 


ee 
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Photo-engravers in Chicago 


207 North Michigan Avenue | 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. 


McGRAW 


just as many in high circles who 
can foresee that the systematic as- 
signment of management manpower 
also may be necessary. Such rad- 
ical developments are not unlikely 
in the total warfare of today. 


To lessen the burden on the can- 
ning industry and to relieve the 
overburdened transportation sys- 
tem of the country, it is essential 
that as much as possible of the 
home food supply be quick-frozen 


and that full use of all means of 
processing local food supplies for 
local consumption be used, accord- 
ing to President James D. Hoskins, 
University of Tennessee, who is 
quoted in “Ice and Refrigeration” 
for February. 


Commercial banks are apparently 
fated to be primarily investing in- 
stitutions, rather than lending in- 
stitutions, for a long time to come, 
E. Sherman Adams, an official of a 
large Eastern bank, points out in an 
article on “Wartime Investment 
Policies,” in the February Banking. 
Investments now comprise’ 59 per 
cent of total loans and investments 
of member banks of the Federal 
Reserve System as compared with 
27 per cent in 1929. Bank invest- 


ments will continue to increase 
sharply throughout the war period. 
Loans may keep on expanding for 
a while but the demand for bank 
credit may later subside due to the 
contraction of home building and 
instalment buying. 


While consumers 
have to do without many things 
during the war because of short- 
ages of various critical materials, it 
is not because the armed forces are 
not trying to do without as many 
and as much of these materials as 
possible through substitution. Engi- 
neering News-Record for Jan, 29 
says every unnecessary use of a 
critical material by these agencies is 
also regarded as a waste. The 
Maritime Commission, for example, 


are going to 


recognized this when it contracted 
for concrete boats. The USHA 
recognized it in eliminating copper 
and zine from its specifications. The 
Army and Navy are beginning to 
use timber in place of structural 
steel. Further savings of critical 
materials must come from high pri- 
ority users, the publication asserts. 


A domestic manganese production 
program large enough to fill re- 
quirements of steel mills is planned 
by the Bureau of Mines, The Wall 
Street Journal reports. It calls for 
capital expenditures of 38 million 
dollars and the establishment of 12 
plants which can be placed in oper- 


ation within one year. Available 
supplies are sufficient for that 
period. 


the | 


BUT A STORY OF SALES OPPORTUNITIES REMAINS 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


KVOR. COLORADO SPRINGS 


Business today at record levels! 


Industrial payrolls by 


the end of the year four times as great as in 1940! Farm 
income 34 per cent above that of the same period a year 
ago! This is the picture of the Oklahoma City market as 


1942 swings into high gear. 


Sales strategy demands the 


cultivation of this area this year .. . calls for the use of the 


THE FARMER-STOCKMAN *® MISTLETOE Express ® WKY, OKLAHOMA City 
* KLZ, DENVER (Affiliated Management) *® REPRESENTED BY THE Katz AGENCY. INC 


most powerful, most productive media the market affords 
.. . dictates the penetration only available through the 
Daily Oklahoman and Oklahoma City Times. 
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How Machine 


s can Simplify 


AgencyBookkeeping Work 


Checks, Bills, Insertion’ 
Orders Turned Out with 
Minimum of Effort 


[Editor's Note: The following ar- 
ticle, which describes the use of 
tabulating machines in advertising 
agency accounting, particularly as 
it applies to insertion orders, bills, 
checks, etc., is a companion article 
to the series of three on agency 
accounting methods and practices 
which the author wrote for ADVER- 
TISING AGE in November and De- 
cember of last year, calling par- 
ticular attention to the need for 
developing cost and profit and loss 
material for each individual agency 
client, rather than for the agency 
as a whole. Mr. Rubel is head of 
Ira Rubel & Co., certified public ac- 
countant, and is a former agency 
executive specializing in advertis- 
ing agency accounting and statis- 
tical work.,] 


By IRA W. RUBEL 


Simple, direct and flexible meth- 
ods for the performance of clerical 
details within an advertising agency 
will increase profits by substantially 
decreasing one of the largest items 
of expense—clerical payrolls. 

The combined use of modern 
methods and office machines not 
only reduces the cost of perform- 
ing the work, but also increases 


speed and accuracy. Outstanding 
benefits of these techniques follow: 
Estimates. All manual work in- 
cluding typing eliminated. 
Insertion Orders. All typing 
eliminated. Correctness of address, 


rate, commission, etc., mechanically | 


controlled. 

Billing Media and Mechanical 
Items. All computations eliminated. 
All typing of invoices eliminated. 

Paying Media and Mechanical 
Items. All computations eliminated. 
All typing of checks eliminated. 

Linage Record. An _ up-to-date 
record of linage used in each paper 
for each client without manual 
work; overtime or delay is avoided. 

Unpaid Items Detail. Monthly list 
of unpaid items automatically bal- 
anced with control figures. 

Payroll—Social Security Reports. 
Payroll checks automatically pre- 
pared in a fraction of the time re- 
quired manually. All manual work 


Individual Client Analysis. Re- 
ports showing income, cost and 
profit for each account prepared | 
without extra effort. 

Some of the modern 


/and typing in preparation of social | 
security reports eliminated. 


methods | 


which have been developed are ap- | 


plicable to agencies of any size 
while others are restricted to larger 
concerns when the volume is suffi- 
cient to justify the use of tabulat- 
ing machines. 

One of the simplest of the teeh- 


PUNCHED CARDS SAVE TIME AND EFFORT 
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Figure 2. Linage, rate, dates of inserti 


on, order number and other pertinent 


information is punched on this billing and detail card for each publication used, 
and the billing price, cost and discount is then automatically computed. A sim- 


ilar set of cards serves as a master list o 
the names and addresses are automatica 


f publication names and addresses, and 
lly transferred to the billing and detail 


cards. 


HOW CLIENT'S INVOICE IS PREPARED 
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Figure 3. The punched cards shown in Figure 2 are sorted by client and publi- 


cations in a sorting machine and are then placed in a tabulating machine which 


automatically prepares invoices to clients, in the form shown here. 


containing 200 items can be prepared 


An invoice 


in a few minutes, and no checking or 


proof reading is required. 


OFFER NO PROBLEM 


PUBLISHERS' CHECKS 
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Figure 4. The same billing and detail cards shown in Figure 2 are used in the 


automatic preparation of checks to publi 


shers after they have served to prepare 


invoices to clients. 
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~ AVOIDS TYPING | 


Figure |. This agency insertion order 
shows how the use of two Addresso- 
graph plates—one including the name, 
address, line rate, etc. of the publication 
—and the other showing the month and 
day of insertion, as well as size of space, 
ad number, and key, eliminates all inser- 
tions order typing. The order goes out 
in a window envelope. 


niques is the use of automatic ad- 
dressing equipment for the prepara- 
ition of insertion orders, thus 
eliminating typing and proofread- 
ing. Orders are prepared in a frac- 


tion of the time required for typing, | 
delays are avoided, overtime is 
eliminated, and greater accuracy is 
secured. 

A permanent Addressograph plate 
is prepared for each publication use. 
Then, to prepare orders, plates for 
the desired publications are auto- 
matically selected and imprinted on 
the insertion order forms. A second 
plate imprints the month of inser- | 
tion, dates of insertion, ad number, 
space occupied and key number. 
Completed orders (see Figure 1) 
are mailed in window envelopes. 
Addressing equipment which can 
perform these functions and prove 
useful in many other ways is avail- 
able to meet the requirements of 
any agency. Its operation is so 
simple that it can be efficiently dele- 
gated to an office boy. 


| Punched Card Method 


Modern tabulating equipment has 
successfully replaced manual meth- 
ods for performing much clerical | 
and bookkeeping work in many ad- | 
vertising agencies. An outstanding 
example of the efficiency of this | 
modern equipment is its use for 
space billing and paying. The man- 


ual operations eliminated by these 
machines include: 
(1) The computation 
price and cost of space. 
(2) The typing of invoices for 
clients. 


of billing 


publishers. 


quired where manual methods are 
used. 

(5) The preparation of a record 
/to show total linage used in each | 
| publication to date. 

The simple, direct method when 


of insertion, order number 
any other pertinent 
punched in a card from each inser- 


tion order. (See Figure 2.) These 


1,000 to 1,500 cards per day. 
billing price, cost 


The 
and discount is 


| multiplication punch machine. 
The name and address of each 
| Publication is automatically 
/ duced in each card from 
;master name and address cards 
|} Similar in form to those used for 
|rate and other information. After 
the cards are sorted by client and 
publications in a sorting machine 
at the rate of 400 per minute, they 
are placed in a tabulating machine 
This machine automatically pre- 
pares invoices to clients, including 
required totals. (See Figure 3) 
For example, an invoice containing 
200 items is prepared in a few min- 
utes and since accuracy is assured, 
no proofreading or checking is 
necessary. The same cards are later 
used to automatically prepare checks 
to publishers with assured accuracy 
(See Figure 4) 

This one example 


a set of 


demonstrates 


(3) The preparation of checks for 


(4) The bookkeeping entries re- | 


| 
| 


using tabulating equipment merely | 
requires that the linage, rate, dates | 
and | 
references be | 


cards are prepared at the rate of | 
automatically computed by the 


repro- | 


how speed and accuracy is effected 


through mechanically controlled 
operations. The flow chart (Figure 
5) illustrates the operations ex- 
plained above. 

Those who are familiar with 
tabulating equipment will under- 
stand the flexibility of the opera- 
tions permitting the preparation of 
almost any type of printed record— 
invoices, checks, etc. Then, too, the 
sequence of the operations can be 
changed to meet nearly any re- 
quirement. 

Where an agency does not have 
sufficient volume to warrant the 
rental of all the equipment needed 
for the entire operation, a simple 
key punch verifier renting for ap- 
proximately $18 per month is se- 


| cured; cards are punched and sent 
| to a service bureau where invoices, 


checks and bookkeeping records are 
prepared for the agency at a nom- 
inal fee. 

The procedure for billing and 
paying mechanical and art items is 
similar to those explained for space 
items. Cards punched from each 
supplier’s bill are used for auto- 
matically preparing invoices to 
clients and checks to suppliers. 

Monthly details of both space and 
mechanical accounts payable are 
automatically prepared from cards 
representing unpaid items. 

In addition to billing and paying 


operations, tabulating equipment js 
equally advantageous for the prep. 
aration of estimates, payroll checks 
distribution of payroll costs py 
clients, preparation of social secyy. 
ity records and reports, distribution 
of billings by clients, distribution 
of agency expenses, and preparation 
of linage records. 


Simplified Manual Methods 


Under certain circumstances, me. 
chanical methods are not required 
In such cases manual methods have 
been developed availing the agency 
of maximum efficiency at minimum 
costs. For example, the billing anq 
paying of space items can be most 
efficiently accomplished by a } ro- 
cedure minimizing copying and re- 
copying. Insertion orders, whether 
prepared by automatic addres-ing 
equipment, duplicating processes, oy 
by typewriter, should contain the 
line, commission, and cash discount 
rates. This will eliminate the neves- 
sity of referring to contracts or 
other data before computing the 
billing price and cost of each order, 
Duplicate copies of insertion orders 
can be used as detail invoices sup- 
porting a summary invoice to 
clients. By this procedure, ads are 
checked to copies of orders after 
which computations are made for 
comparison with publishers’ bills 
The copies of orders should be 


HOW OPERATIONS FLOW THROUGH THE AGENCY 
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Figure 5. This flow chart shows how the newspaper and magazine billing end 
paying operation flows through the agency's accounting department when eutc 
matic machines are used. 


INVOICE FOR MECHANICAL ITEMS 


INVOICE 


REPRESENTATIVE ADVERTISING AGENCY 


Any City, Any State 


ro A. Client 
432 South Avenue 
State 


Any City, Any 
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Figure 6. This is a suggested form of invoice to clients for mechanical exp" 
the billing being done directly from accumulated suppliers’ bills. 
from suppliers are attached to this invoice, thus eliminating the need ‘ 
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totaled and attached to a summary 
invoice reading: “Newspaper Ad- 
yertising for the Month of ........ 

By requesting publishers’ bills in 
duplicate, payments can be simpli- 
fed. One copy of each publishers’ 
pill will be returned when payments 
are made, eliminating the necessity 
for explanations on voucher portion 
of checks since differences will be 
noted on the publisher’s bill di- 
rectly. 


Simplifying Procedure 


Office copies of invoices to clients 
should be filed in client order and 
totaled for monthly entries to the 
general books of the agency. Like- | 
wise, duplicate copies of media} 
checks should be filed in numerical | 
order and totaled for monthly en- | 
tries. 

Such a procedure eliminates the | 
necessity for: 

(1) Copying information from in- 
sertion orders or contracts in order 


to check ads and compute billing [ 


prices and costs. 

(2) Typing invoices to clients in 
detail and proofreading. 

(3) Entering invoices in a sales 
journal. 

(4) Entering checks in a check 
register. 

(5) Typing detailed explanations 
on checks to publishers. 

(6) Analyzing billing for segre-| 
gation by clients. | 

Mechanical items can be handled | 
in a simplified manner by billing | 
completed jobs directly from accu- | 
mulated suppliers’ bills. The form 
of invoice recommended (see Pisaee| 
6) requires no written explanation 
if duplicate suppliers’ bills are for- | 
warded to clients. It will only be} 
necessary to type the amount of | 
each charge in the proper column. 
(Columns are provided for art, com- 
position, printing, etc.) 

Checks to suppliers should be 
prepared directly from an unpaid 
file of bills and the requested dupli- 
cate of monthly statements returned 
to the supplier as the explanation 
of each payment. 

Monthly totals of invoices to 
clients, duplicate checks to pub- 
lishers, unbilled suppliers’ charges 
(inventory of jobs in process), will 
be entered in the agency’s general 
books. 

Detailed unpaid items can be 
taken from the file of unpaid sup- 
pliers’ bills and balanced with the 
control account of mechanical ac- 
counts payable. 

The above described procedure | 
will eliminate: 

(1) Detail explanations on 
chanical invoices to clients. | 

(2) Entry of suppliers’ bills in a 
purchase journal. 

(3 Entry of checks in a check} 
register. 

(4) Entry of invoices to clients in 
a sales journal. | 

(5) Analyzing billing for segrega- 
tion by clients. 


me- 


Avoids Unnecessary Copying 

I have attempted to point out cer- | 
tain proven advantageous methods, | 
explaining in detail the procedures | 
(both by mechanical aids and man- | 
ual methods) for billing and paying 


In Cleveland 
THE HOLLENDEN 
In Columbus 
THE NEIL HOUSE 
In Akron 
THE MAYFLOWER 
In Lancaster. O. 
THE LANCASTER 
In Corning, N. Y. 
THE BARON STEUBEN 


THE) DeWITT a PRESIDENT 


DeWitt» 


| . 
Issues Paint Chart 
National Broadcasting Company | American - Marietta Company, 
has named Kenneth E. Greene, | Chicago, has prepared a handy chart 
member of the research department, | showing paint properties and com- 
assistant director of research. John | parisons. The chart, known as “The 
Williams has been transferred from Valdura Paint Selector,” is avail- 
research to the office of Noran E. | able to architects, purchasing offi- 
Kersta, director of television. J.) cials, dealers and maintenance engi- 
Robert Myers, who was with the| neers as an aid in choosing the paint 
NBC research division from 1936) or varnish proper for a given ap- 
to 1939, returns as chief statistician | plication. 
to assist Barry Rumple, director of | 


research. Reclaims Old Name 


‘ . ie. -@ The Country Guide and Nor-’West 
Titanium Prices Set Farmer, Winnipeg, Man., has 


The Office of Price Administra- | changed its name back to the origi- 
tion has issued a price schedule for | nal The Country Guide. The Guide 
titanium pigments, used extensively | purchased the Nor-’West Farmer in 
in printing inks, paints and other | 1936, and the combination name has 
materials. Prices established take | been in use for the past six years. 
effect March 1, and are based on| The new, or old, name will appear 
prevailing quotations of Oct. 1, 1941.! on the April issue. 
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For War Map in S Days ! 
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space and mechanical items. The| Sundberg, Williams Named to NBC Posts 
main aim is to use original informa- | 


tion for as many purposes as pos- | to Address Marketers 
sible, and eliminate the chances for| Carl Sundberg, promotion man- 
errors when copying and recopying| @ger, Chicago Sun, and C. T. Wil-| 
is relied upon. The resulting time| iams, research director for the 
saved effects reduced clerical costs.| P@PFT will explain the research | 
It is to be noted that the methods | problems incident to the establish- 
demethed oun Statide end eon fon! ment of a metropolitan 7 news- 
* - , paper at a meeting of the Chicago 
easily altered to fit the requirements | ehapter of the American Marketing 
of each agency without losing the 


| Association, Tuesday evening, Feb. 
benefits therefrom. After studying) 17. 
a particular set of circumstances, a, The meeting will be held at the 
decision can be made as to whether | Stevens bldg. restaurant, 17 N. State 
part or all of the mechanical meth- | Street. 
ods can be adopted to advantage. 
Often a combination of certain 
mechanical operations with simpli- 
fied direct manual methods will pro- 
duce amazing results by effec 
savings and greater control. 


To “American Magazine” 
David A. Barber, formerly adver- 
. tising manager for Young America, 
ting|has joined American Magazine as 
advertising representative. 
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One Out of EVERY 17 Wrote in for This OFFER 


Qur mail carrier isn't speaking to us these days .. . but 
our listeners certainly are! And in mass! Within 5 days, one 
out of every 17 radio owners in our regular Daytime Listen- 
ing Area wrote to us. 


You should see our mail. The list of letterheads received 
among our requests reads like a combination Who’s Who and 
Farm Bureau directory. Doctors, bankers, lawyers, govern- 
mental officers, schools, and farmers, ... all had their dials 


. ; —— set to WNAX. That's the result of programming that pleases. 
Here's how it happened. For five days, on regular news 


periods, WNAX announcers offered a Pacific War Map to 
listeners. These brief announcements brought 46.853 requests 
for the map. 


To you this can mean but one thing. An assured audience 
in the Billion Dollar Market, peopled by nearly 4,000,000—a 
listening audience that is quick to respond and quick to buy 

. with money to spend! 


The home folks did the bulk of the asking. 


Yes, we got 
out some distance ... letters came from 21] states and 4 Can- Let us send you the complete story of this mail map offer 
adian provinces ... but of the total mail 45.590 letters came with the actual county by county results, Call or write 
from WNAX’s Five-State primary area in Minnesota, Iowa, WNAX or your nearest KATZ AGENCY, 


Nebraska and the two Dakotas. And that’s over 5.9°% of all 
Radio Homes in our daytime listening area .. . one out of 
every 17! 


its Scoala WW BUY 
oo rs 

THE big Siti 
AFFILIATED WITH CBS 


A BHLION DOLLAR MARKET ~ a 


Figure it any way you like. If you're conservative and 
estimate that one out of ten who hear an offer respond to it, 
then you'll decide that WNAX must do a thorough job of 
reaching just about every home in the area. 
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Denver Ranks as 
Top Test Market 
in New Survey 


"Providence Bulletin". 
Compiles Study for Ad, 
Sales Executives | 


Providence, Feb. 11.—Denver was 
awarded the palm this week as the 
top-ranking test market in the U. S., | 
in a comprehensive 60-city news- 
paper analysis broken down ac- 
cording to 10 measurable factors 
deemed necessary to efficient test- 
ing. The research project was spon- 
sored by the Providence Bulletin, 
with Ross Federal Research Cor- 
poration in charge of auditing. 

“The figures were compiled for 
the express purpose of enabling ad- 
vertising and sales executives to 
compare and evaluate 60 key mar- | 
kets on the basis of their efficiency | 
for test campaigns,” the Bulletin 
explained. “Much of the material, | 
however, represents basic market 
data never before published in a 
single compact volume, or in such 
readily accessible form, and for that 
reason the book will prove equally 
useful and informative in selecting 
markets for regular advertising and 
sales campaigns.” 

The factors regarded as essential 
for test purposes, which were used 
as a basis for rating the 60 markets, 
included the following: good adver- 
tising coverage at reasonable rates; 
average family income which corre- 
lates closely with its section; popu- 
lation which is diversified, repre- 
sentative, well-balanced, of average 
cultural level; average level of busi- 
ness activity; suitable and sufficient | 
distributive outlets; well diversified 
industries; self-contained economy 
well isolated from nearby markets; 
close to average retail sales per 
family; compact boundaries for 
sales and checking efficiency; and 
cooperative advertising media. 


Adds Supplementary Data 


In addition to these ten factors, 
the study includes supplementary 
data for each market, such as num- 
ber of grocery and drug stores, 
stores per 10,000 population, per | 
family food and drug sales, and | 
wholesale trade. A preliminary chart 
also shows the number of persons | 
per family in each corporate city, 
ABC population and families, and | 
newspaper circulation. 

To enable advertisers to arrive at | 
their own evaluations of the 60 
markets covered, special work) 
sheets are provided with space for | 
the rating of each significant factor. | 

The Bulletin rates the 60 markets | 
as follows: 

| 
| 


Kast North Central.. ..Cincinnati 
Kast South Central. . Louisville 
Middle Atlantic...............Newark 
West South Central......New Orleans 
South Atlantic....... .. Atlanta 


Bamberger Leaves 
RKO for New Post 


Leon J. Bamberger, for the past 
ten years sales promotion manager 
of RKO-Radio Pictures, New York, 
has been appointed executive secre- 
tary of the United Motion Picture 
Industry which has set up tempor- 
ary national headquarters at the 
Hotel Astor, New York. 

Last year Mr. Bamberger served 


|as president of the Associated Mo- 
ition Picture Advertisers. No suc- 


cessor has been named at RKO. 


To Hart-Conway Co. 
Brewster - Gordon Company, Ro- 
chester, N. Y., wholesale grocer, 
has placed its account with Hart- 
Conway Company, Rochester. 
motion plans now center in a 65- 


mile radius around Rochester, and | 


a radio program over WHAM and 
twice weekly 300- line newspaper 
copy will be used. 


Pro- | 


TELLING A WARTIME STORY IN AUSTRALIA 


Only the best is pou 
good enough 


\ 
Saas 4 


That they shall 
not go unprepared 
into battle 


-»*, 
a ot 


—_—— 
Australian bombers 


~ | os 
by our technicians and operatives, at this time, 
will stand Austratia in good stead when peare 
comes again 


and the rquipment of her trompes « 
constrect them, herd felt of « 


duction to the manulecture of requirements of «or 
Felt and Textiles 
of Australia Limited 


261 George Street, Sydney 


Felt and Textiles 
of Australia Limitec 


Dhl George Strvet, Sydney 


of Australia Limited 
dary 


261 George Street, Sy 


Felt & Textiles of Australia, Ltd.. now manufacturing its floor coverings in 

restricted quantities, uses these edvertisements to acquaint the public with its 

preoccupation with goods vital to the war effort. Other Australian manufacturers 
use similar campaigns. Goldberg Advertising, Sydney, is the agency. 


Rusteaiion Firm : 
Utilizes Public 
Relations Copy 


Sydney, Australia, Jan. 20.— Re. 
fore troops from Australia and New 
Zealand went into action in North 
Africa and Malaya, and when the 
world was at peace, Felt & Tex: iles 
of Australia, Ltd., manufacture 
floor coverings, using large qua ti- 
ties of the Commonwealth’s prir ary 
| product, wool. Now, with floor- ‘el; 
becoming gradually more scarce, the 
company has changed over its dq. 
vertising copy to explain not ¢ ly 
what it manufactures, but to » a: 
uses its floor-felt is being put. 

Like many other Australian in. 
dustrial organizations, Felt & Tx. 
tiles was requested to make c ». 
modities necessary to the conduc. of 
the war, and consequently it as 
prepared its advertising copy to 
| meet a public relations prob|>om 
|The objectives of the campaign are 
| three-fold: to acquaint the pu lic 


1. Denver 30. South Bend 

2. Providence 31. Utica 

3. Oakland 32. Canton 

1. Seattle 33. Peoria 

5. Portland, Ore 34. Tulsa 

6. Cincinnati +. St. Paul 

7. New Haven 36. Kansas City, 

8. Evansville Mo. 

9. Louisville 37. Waterbury 

10. Bridgeport 38. Rochester, N.Y. 
11. Grand Rapids 39%. Trenton 

12. Columbus, O 40. Nashville 

13. Indianapolis 41. Des Moines 

14. Newark 42. Omaha 

15. New Orleans 3. Youngstown 
16. Oklahoma City 44. Tampa | 
17. Houston 15. Flint 

18. Springfield, 16. San Diego 

Mass. 17. Wilmington 

19. Dallas 48. Syracuse 

20. Worcester 49. Fort Worth 
21. Hartford 50. Salt Lake City 
21. Minneapolis 51. Birmingham 

22. Dayton §2. Scranton | 
23. Fort Wayne 3. Washington | 
24. Akron 54. Erie 

25. Toledo 55. Knoxville 

26. Atlanta 56. Duluth 

27. Reading 57. Albany 

28. Wichita 58. El Paso 

29. Spokane 9. Memphis 


New England 


Geographically, 


the top - ranking 
test markets fare as follows: 
Mountain and Pacific 


' 
Try Denver | 


a re ..Providence 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


440 &. Dearborn St. 


Wabash 8655 | 
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When new advertising schedules are made up by Lunken- 
heimer, first consideration is given to industries previously 
covered. This means that eleven of the 69 different industry 
divisions in the MARKET DATA BOOK are carefully studied 
by their executives. Obviously the publishers of the business 
papers who present their stories in factual copy in these 
sections will be sure their publications get real attention. 

These media pages are read, too, because Mr. Mathews 
said, ‘We find the information on markets very helpful as 
well as the factual advertisements of the trade paper pub- 
lishers."" And here in his own words is a tip which wil! help 
other publications to get on the Lunkenheimer list, "Our only 
complaint is that there are not more of the latter—(pub- 


THE MARKET 
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SIMPLIFIED BUSINESS, 


HowtheLunkenheimerCompat 


Another typical example of the value of the MARKET DATA 
BOOK as a quide in planning sales and advertising cam- 
paigns is forcefully shown by these two letters from G. F. 
Mathews, advertising manager, and Fred G. Berling, sales 
promotion manager for the Lunkenheimer Company of 
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with the company’s war work; to 
offset unfavorable reaction to the 
looming floor-felt shortage; and to 
create goodwill for the company in 
the mind of the consumer, against 
the day when reversion to peace- 
time production is possible. 

With such a long-range merchan- 
dising viewpoint, Felt & Textiles 
copy shoots straight to the crux of 
the situation. “Only the best is | 
good enough,” one headline pro- 
claims over a picture of Australian 
troops marching, and then continues, 
“Felt and Textiles are manufactur- 
ing khaki uniform cloth, blankets, | 
flannel, linters for gun cotton, felt 
strips for shell cases and fuse boxes, | 
covers for water bottles and many | 
other A.I.F. requirements.” 

[The company promises better 
times ahead, when normal enter- 
prises can be resumed, by assert- 
ing “the lessons learned by our 
technicians and operatives, at this 
time, will stand Australia in good 
stead when peace comes again.” 
Goldberg Advertising (Aust.) Pty. | 
Limited directs the account. 


Sperry Flour Copy 
Offers Pearl Rings 

Sperry Flour Company, Oakland, 
Cal., is currently offering cultured 
pearl rings as a premium with a box 
top from its Wheat Hearts cereal 
and 25 cents. The offer is being 
promoted in comic strip sections of 
12 newspapers in Western states, 
and in 500-line space in The Ameri- 
can Weekly. 

The company is also using a radio 
contest campaign with table broilers 
as prizes in promoting its waffle and 
pancake flour. Westco Advertising 
Agency, San Francisco, directs the 
account. 


Swink Adds Readey 


J. W. Readey, formerly with the 


| Dayton, O., office of Lord & Thomas, 


has joined the copy department of 
Howard Swink Advertising Agency, 


| Marion, O. 


Named by Borelli 

Thomas P. Mayocco has been ap- 
pointed head of the production de- 
partment of the Borelli Company 


| Advertising Agency, Philadelphia. 


Heavy Promotion 
in Small Area 
Marks Campaign 


Reading, Pa., Feb. 11.—Utilizing 
intensive promotion in a compara- 
tively small theater of activity,| 
Maier’s Bakery has scheduled every | 
type of medium for a new “Vitality 
for Victory” campaign in behalf of | 
its enriched bread. 

Taking advantage of the govern-| 
ment’s nutritional program, the} 
bakery launched all its promotion 
simultaneously, scheduling 24-sheet 
posters, car cards, truck posters, | 
window streamers, grocers’ display | 
cards, direct mail postcards, ad- 
vance radio flashes, spot announce- 
ments, a moving billboard on a 
street car chassis, delivery of pocket 
cards with an advertisement on one 
side and air raid rules on the other, | 
and daily newspaper advertisements 
ranging from 28-line teasers to an} 
8-column opening gun. 


| The campaign was confined to the | 


| bakery’s trade territory 


in Penn- 
sylvania, and all insertions were 
coordinated by use of a huge red 
“V" with white stars which formed 
the first letter of the “Vitality for 
Victory” headline. Beaumont, Heller 
& Sperling directs the Maier account. 


Hatchett to Pearson 

Hines Hatchett, formerly with the 
radio sales division of John H. Perry 
Associates, New York, has been 


|;named manager of the Eastern di- 


vision of the John E. Pearson Com- 
pany, Chicago, station representa- 
tive. After a two-week trip visiting 
the Pearson stations, he will open 
New York offices for the company 
on March 2. 


Egger Named Sales Chief 

George Egger, vice-president of 
Harold H. Clapp, Inc., Rochester, 
baby food manufacturer, has been 
appointed sales manager, replacing 
E. J. Fitzpatrick for the duration of 
the war. Mr. Fitzpatrick has joined 
the War Production Board as assist- 
ant chief of the package food sec- 
tion, food supply division. 


why 


lishers using factual, informative copy).’’ 
out of 24 papers on the 1941 schedule are advertisers in the 
MARKET DATA BOOK, according to listings in a published 


tabulation of business paper space. 


Executives in advertising agencies and among manufac- 
turers from every section of the country have written us 
similar letters telling us how they use the MARKET DATA 


BOOK. 


Here in one volume is complete market and media infor- 
mation about all the different industrial and trade divisions 
which must be considered in sales and advertising programs 
—nearly 400 pages in all—advertising rates and circulation 


figures for more than 1,600 business 


tions in the U. S. and over 150 in Canada. 
of information manufacturers and agencies in every section 
of the country have been using for the past 20 years. 

_ If you are not already using the MARKET DATA BOOK 
in your market and media analysis work it will pay you to 


Start now. 
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Sterling Products 
Add 11 Stations; 
Renew ‘Playhouse 


New York, Feb. 11.—Sterling Prod- 
ducts has added 11 NBC-Red out- 
lets to “Waltz Time” for Phillips 
Milk of Magnesia and will add two 
more on March 6, raising the total 
number of stations to 75. The pro- 
gram is heard Fridays from 9 to 
9:30 p. m.. EWT. Blackett-Sample- 
Hummert is the agency. 

Philip Morris & Co. has renewed 
“The Philip Morris Playhouse” for 
the fifth consecutive year over a 
network of 100 CBS stations. The 
show is aired for Philip Morris 
cigarets Fridays from 9 to 9:30 p. m., 
EWT, with a rebroadcast at 11:30 
p. m. The account is placed by The 
Biow Company. 

Brown & Williamson Tobacco 
Corporation has switched  broad- 
cast periods of “Plantation Party” 
and “Uncle Walter’s Dog House,” 
|thus eliminating a rebroadcast of 
“Plantation Party” to the West Coast 
previously heard from 11:30 to 12 
p. m. EWT. “Plantation Party” 
has taken over the 9:30 to 10 p. m., 
EWT, Friday night period formerly 
-held by “Uncle Walter’s Dog 
/ House,” while “Dog House” has been 
shifted to the 8:30 to 9 p. m. spot 
on Wednesdays. Both programs are 
heard over 84 NBC-Red stations. 
“Plantation Party” is sponsored for 
Bugler tobacco and “Uncle Walter's 


| Dog House” for Raleigh tobacco. 
Russel M. Seeds Company is the 
agency. 


P & G Also Shifts 


Procter & Gamble will shift the 
Ransom Sherman show for Ivory 
soap from Fridays, 10:00 to 10:30 
ip. m., EWT, to Wednesdays from 
9:30 to 10:00 p. m., EWT. The show 
is heard over 65 CBS stations 
through Compton Advertising. 


Bayer Changes 


Bayer Company has shifted 
“American Melody Hour,” heard 
Wednesdays over the Blue Network 
for Bayer aspirin tablets, from its 
former 10-10:30 p.m. spot to 9-9: 30 
p. m., EWT. Blackett - Sample - 
Hummert is the agency. 


Sanka to Sponsor 


Beginning Tuesday, March 17, 
|General Foods Sales Company will 
sponsor “Duffy’s Tavern” for Sanka 
|coffee over CBS from 9 to 9:30 
p. m., EWT, replacing “We, the 
People.” “Duffy’s Tavern” is now 
aired on a CBS network by Maga- 
| zine Repeating Razor Company for 
Schick razors and blades, and heard 
on Thursdays from 8:30 to 9 p. m. 
Final broadcast under Schick spon- 
sorship will be March 12. Young & 
Rubicam is the General Foods 
agency for Sanka. 


| 
| 
| 


Quaker Oats Changes 


Marking the first time in CBS his- 
tory that the Quaker Oats Company 
has contracted for time on that net- 
work, the comedy program, “That 
Brewster Boy,” moves over to Co- 
lumbia starting Wednesday, March 
4, from 8:30 to 9 p. m. EWT with 
a West Coast rebroadcast at 1 a. m. 
EWT. 


Heads ANA Display Unit 

J. F. Apsey, Jr., Black & Decker 
Mfg. Company, Towson, Md., has 
been made chairman of the Exhibits 
Committee of the Association of Na- 
tional Advertisers. 


Faust Names Sncw 


H. M. Faust Company, Boston, 
maker of institutional, restaurant 
and hotel kitchen and dining room 
equipment, has placed its account 
with Cory Snow, Inc., Boston. 


They Make Your National 
Advertising 5 Times 
Effective 


SIGH CO, LIMA, OHIO 
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ADVERTISING AGE 


February 16, 1942 


Richfield M akes 
Plane Booklet 
Offer on Radio 


New York, Feb. 10.—Richfield Oil 
Corporation has started distribution, 
through its dealer stations, of a new 
36-page booklet giving complete in- 
formation on spotting 90 different 
types of warplanes, including those 
of Germany, Japan, Italy, Great 
Britain, Russia and the United 
States. The offer is being promoted 
on Richfield’s “‘Confidentially Yours” 
newscast, featuring Arthur Hale 
and heard over 33 Mutual Broad- 
casting System stations from 7:30 to 


7:45 p. m., EWT, three times 
weekly. 
“How to Identify Warplanes— 


Friend or Enemy,” was designed to 
reduce the familiar “unidentified 
plane” fear by enabling people to 
determine whether a_ high-flying 
formation of planes is friend or 
enemy. Three different silhouettes 
are shown for each type of plane 
covered—front, side and bottom 
views. There is also an explanation 
for each set of silhouettes, pointing 
up the important characteristics of 
each. Hixson-O’Donnell Advertis- 


ing is the Richfield agency. 


To Modify Copy 


Remington Rand, 
has 


Inc., 


Buffalo, 
stipulated with the Federal 


Trade Commission to modify its 
electric shaver copy by discontinu- 
ing use of the claim that its prod- 
ucts cannot irritate the skin, will 


cure ingrown hairs, 


tissue. 


and eliminate 
or prevent the formation of scar 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Cory craptin’ tor U. S. and foreign coun- 

F Actrelsatodl Renton Weather 
a jog eadings, 

Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Winter Office—Clearwater, Florida 


RENEWS DRIVE 


LA FRANCE! 


1. HERTS MO HAVING to make your 
each look wher when you thus » ah 
Le France! These amaning lunle hue 
fakes give Clothes such « gleaming, 
eight whieenen char you ti marcely be 
hnewe your eyes Whar» aore 


2. ts FRAME 9088 che porto: 

> “satemeteally” @HRE you @neh! 

Au yous pha = oy Le France 
eb yous reguber o 

your wading machioe on vst oe Aad. “ 


2 eet OF OORMD wo make Chote ook 
setae whine wed eave the eves wepacane 
Dlorng sob et the seme come! Hy chvcmemat 
com that vcewome curs weep Le Frome 
ecteally eves pou |! a@reete: oo oe 
average woe wash 

80 OFT U4 RAMEE from yous grocer 


team ete bot wheter br agtvees wadhen 
ond the neem dt © aedeys oecn 


. SATINA maxes he x IRONING easier) 


in 4 


In YOUR THICK O8 
— STARCH wit END 
THAT TUGGING AWD PuLiN® | 


POES ROWING STARCHED MECES 
LEAVE YOU DROOPING 7 


IT MAKES YOUR MON GLIDE SO 
| CAsiy! OIVES STARCHED CLOTHES 
} A ‘UNE NEW" Finis, TOO! 


CAST OYRECTIONS ON THE 
PACKAGE A MONTHS SUPPLY 
COSTS JUST A Pim Clears | 


_ —_—— —e 


General Foods Sales Co. has renewed 
magazine advertising of its La France 
bluing with copy in This Week Maga- 
zine, the first in this medium since 1939. 
Satina also gets a mention. Spot radio 
promotion of La France continues on the 
West Coast. Young & Rubicam is the 
agency. 


To Hixson-O’Donnell 


Ershler & Krukin, Bayonne, N. J., 
manufacturer of kitchen equipment, 
has placed its account with Hixson- 
O’Donnell Advertising, New York. 


ae ‘ 
we 


PICTURES WITH GUTS 


HE times call for fast footwork 
Today you may have to play up a 
tranquil “Mother holding Baby” 
scene Tomorrow you need = an 
honest-to-God gob jabbing a Jap You 
may be hunting a forceful Uncle Sam for 
Defense Advertising or to sell Bonds Or, 
you may be in a mad rush for a good pix 


ture to promote real estate, a laxative, 
bobby-pins, or diesel engines 

In these stirring times advertising has got 
to have guts That's OUR business—pu 
tures with guts EYE*CATCHERS shoot 
your story over quickly Moreover, they're 


a genuine wartime economy. Cost of photos 


to you about $2 each on unique subscription 


plan. 


Think of it; every conceivable subject .. . 
time, sales promotion photographs at less 
than the cost f cheap, unconvincing art 
cork 

People like Coca-Cola, Bulova Watch, 


Dupont Metro-Gol 


There might be 


ATCHERS for you, 


FREE OFFER: seed today for free 


woks and details of 
No obligations. 


EYE * CATCHERS, Inc. 


10 East 38th Street, New York 


*Reg. U. S. Pat. Office. 


Iwyn-Mayer sub- 


scribe 


EYE* 


something in 


too 


Eye-Catchers Plan. 
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Linage Losses | 
Outnumber Gains © 


| 


in Farm Papers | 


Chicago, Feb. 12.—Reversing the 
trend established last month, adver- | 
tising linage in February farm) 
monthlies dropped off 13.9 per cent 
from figures for February, 1941, 
according to a compilation by Pub- 
lishers’ Information Bureau’ and 
ADVERTISING AGE. 

Monthlies reporting for January 
scored a net loss of 7.8 per cent, 
compared with the same month last 
year. Semi-monthlies for January, 
however, posted an increase of 6.6 
per cent. 

Greatest loss for the month was 
registered among January bi-week- 
lies, with a drop of 20 per cent from 
January, 1941. January weeklies 
posted an increase of 4.4 per cent. 
Linage among January dailies was 
off 8.8 per cent from the same 
month of 1941. 


Bea Adams, 1940 Snapp 
Winner, to Address Club 


Beatrice Adams, Gardner Adver- 
tising Company, St. Louis, will be 
the guest speaker at the dinner 
meeting of the Women’s Advertising 
Club of Chicago, Feb. 17. Last year 
Miss Adams was the winner of the 
Josephine Snapp Award for her 
outstanding work on the “Someone 
ought to tell her about Ry-Krisp” 
campaign. 

The advertising group, meantime, 
has started the competition for the 
1941 award, and entries must be in 
before April 5. 


Elect Dwight Anderson 


Dwight Anderson, public relations 
director of the Medical Society of 
| New York State, has been elected 
chairman of the board of directors 


|of the National Association of Pub- | 


Other 
of 


Directors. 
‘elected chairmen 
|were: Earl Ferris, Radio Feature 
Service, program; Raymond C. 
Mayer, Industrial Public Relations, 
ethics and business practices; Daniel 
C. McCarthy, National Tuberculosis 
| Association, membership; and 
George W. Sutton, Jr., Sutton News 
Service, publicity. 


| licity directors 


Opens Own Studios 


Will Wallace, formerly associated 


| dios in the East and Midwest, has 
| opened his own studio in Village 
| Station, Los Angeles. 


Sponsors Art Exhibit ‘Names Barton & Goold 


Abbott Kimball Company, New| Barton and Goold, New York, has 
York, has inaugurated a monthly | been appointed to direct advertis- 
series of contemporary art exhibits.| ing for Richard G. Krueger, New 
Currently shown are the works of | York, maker of infants’ novelties, 
| Nathan Gluck. soft toys and layette essentials. 
WIBA Increases Power | *_ gs 

Station WIBA, NBC outlet » Adds Airlines Account 
Madison, Wis., has increased its| Northeast Airlines, Boston, has 
night power from 1,000 to 5,000! appointed Knight & Gilbert, Bos- 


watts effective Feb. 15. ton, to direct its advertising. 


The Combined Daily Circulation of 
The Times Papers ls Now More Than 


43.000 
Che Chattanooga Times 


MORNING — EVENING — SUNDAY 
CHATTANOOGA ¢ TENNESSEE 


ai. 


committees | 


with numerous art schools and stu- | 


Advertising Typography 


is far more than just typesetting... 


J It is an art that has been developed 

| & by advertising designers and typog- 
& raphers in the last twenty-five years 
PRINTING ... It is a very definite technique of 


handling that has been developed, 
bounded by basic laws of space, mass, 
and color, a pattern if you please that 
has been found to be most effective 
in creating attention by having fine 
appearance and inviting reading 
by presenting the message in an 
orderly fashion that is easy to read. 


MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA’ 


| FAITHORN CORPORATION 
| DAY AND Ad-Setting + Engraving + Printing 
500 SHERMAN STREET - CHICAGO 
| TELEPHONE WABASH 7820 


SERVICE 
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This Is What We Mean 


By “Business Paper Perspective” 


Crowded into the office of a high 
official in Washington are 50 or 60 
Washington correspondents. Two- 
thirds of them are newspaper men; one 
or two write for magazines; the others 


represent business papers. 


They listen to the official; they ask 
questions; they leave and return to their 


offices. 


Each newspaper man writes a story, 
and essentially, each man’s story could 
equally well be another man’s story, be- 
cause all are writing for the same kind 


of audience. 


But the business paper men cannot 
write each other's stories; each must 
write his own, and each must be different. 
For each has his own special audience. 
Each must pick out of the general inter- 
view the points of particular interest to 
his readers and their businesses; each 
must apply to the material in hand the 
years of background and experience 
which permit him to report to his readers 
exactly what his specialized audience 


wants and needs. 


That is Business Paper Perspective: 


the welding of the general into a pattern 


sky oe 


of specific backgrounds, needs and 
desires; the focussing of his information 
to the exact point where the image he 
projects looms clear and meaningful and 
important to his particular family of 
readers. 

It is Business Paper Perspective that 
makes the eleven editors and seventy 
correspondents of ADVERTISING AGE 
somehow different from all other editors 
and correspondents. They are on the 
ground, in New York, in Washington, in 
Chicago and in every important mer- 
chandising center—trained men, 
“experts” in their business, with eyes and 
ears focussed on the business, the gen- 
eral and the legislative scene—able to 
recognize and transmit the important, 
the noteworthy, the significant develop- 
ments to an audience of merchandising, 
sales and advertising men. 

Out of the welter of things, they trans- 
mit to you with newspaper speed the 
things which you—and you alone—must 
know and understand in the day-to-day 


conduct of your business. 
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Soaring Honey 


Sales Bring New 
Paton Copy 


New York, Feb. 10.—Widespread 
publicity advocating honey as a 
sweetener to replace sugar has 
caused such a boom in the sales of 
John G. Paton Company’s Golden 
Blossom honey that the company | 
this week felt compelled to explain 
its position in metropolitan news- 
paper space. 

A one-time insertion in the New | 
York Herald Tribune, News and | 
Times, appearing over the signature | 
of John H. Paton, president. assured 
the public that quality of the prod- 
uct would be maintained. 

“We shall do everything possible 
to keep the supply of Golden Blos- 
som honey adequate to the unprece- 
dented demand,” the statement read. 
“But, in keeping with this commit- 
ment, we shall not allow profit mo- 
tives, nor any other consideration, 
to cause us to deviate in the slight- 
est from Golden Blossom honey’s 
well-known and superior excellence 
as maintained for more than a gen- 
eration.” 

Commenting upon the _ possible 
shortage of container materials be- | 
cause of the government’s need to | 
conserve them for the armed forces, | 
the consumer-pledge continued: | 
“should the nation’s need for mate- 
rials necessitate any change from | 
our present containers, we_ shall | 
make this change cheerfully . . | 
but the quality of Golden Blossom | 
honey will continue to remain at the | 
high level of our present rigid 
standards.” Charles W. Hoyt Com- 
pany directs the account. 


Howard Joins AGMA 


Associated Grocery Manufactur- 
ers of America, New York, has ap- 


pointed William B. Howard execu- | 


tive vice-president. He was for- 
merly administrative assistant to 
the manager of the soap department 
of Colgate-Palmolive-Peet, Jersey 
City. 


**. . an invaluable 
booklet for the 


Business Paper 
Advertiser!"’ 


“The New Accents in 
INDUSTRIAL ADVERTISING” | 


@ 150 leading industrial advertisers 
analyze current trends, describe the 
change in objectives brought about by 
today's conditions, and state clearly, 
in a Blue Print of Action Chart, just 
what course they propose to pursue in 
their business paper advertising. 


Write for your Copy 
it’s Free! | 
* * * 


@ Informative material pertinent to | 


specific industries is available, current- 
ly, to manufacturers and advertisers 
through the editorial and promotion 
staffs of the McGraw-Hill Publica- 
tions. 

»~ “Guest Reviewer Series’ 
World) 

~ “Construction Men Tell What They 
Want to Know’’ (Engineering News- 
Record) 

» “Selling Tips on Building Materials’’ 
(Engineering News-Record) 

~ “What Electrical Appliance Dealers 


Are Thinking About Today" (Electrical 
Merchandising) 


(Electrical 


~ “Selling Tips From Power Transmis- 
sion Buyers’’ (Power) 


ww “The ChemENTATOR"™ (Chemical & 
Metallurgical Engineering) 


» “Food News" (Food Itdustries) 
Copies are yours for the asking 


McGRAW-HILL PUBLISHING CO., INC. 
330 West 42nd Street, New York, N.Y. 


_ Getting Personal _ 


Out on the West Coast, Donald 


he’ll be able to keep tabs on the new War Time. 


W. Thornburgh, CBS v.p., is sure 
He’s just received 


the annual service watch presented to a Los Angeles citizen for 


SERVICE AWARD 


A brand new timepiece is being pre- 
sented to D. W. Thornburgh, CBS v.p., 
here by Col. Wm. May Garland (right) 
for outstanding service to the Los An- 
geles community during the past year. 


for Philip N. Baldwin, a.m. of Sez 


outstanding community service 
by the L. A. Realty Board. . 

Marshall Field III, who needs 
it about as badly as a dog needs 
fleas, received a windfall from 
Uncle Sam. The owner of the 
Chicago Sun and PM was cred- 
ited by the Bureau of Internal 
Revenue with $531.23 for over- 


payment of income taxes last 
year... 
Larry Edwardson, a.m. of 


WNBC, Hartford, has been ap- 
pointed photography and adver- 
tising division head of the New 
Britain Art League. Harold 
Fulton, of the WHO, Des Moines, 
sales staff, is recovering from 
an appendectomy and will re- 
sume his duties shortly. . . 

J. Lee Groves, Jr., president 
of Groves-Keen, Atlanta agency, 
and one-time football star, is re- 
cuperating from a personal en- 


counter with an _ automobile. 
Although the automobile ran 
over him, Mr. Groves assures 


all and sundry that he gave it 
a terrific stiff arm. . Tragedy 
irs, Roebuck & Co., Detroit, slowly 


recuperating from an auto smashup which left him with fractured 


ribs and a brain concussion. 
injured in the wreck... 


His fiancee, riding with him, was fatally 


Jack Willem, Stack-Goble a.e., is United States bowling coordinator 


and king pin of the Hale America 
alley, since Mr. 
Willem contacts 
the Brunswick- 
Balke - Collen- 
der account. . . 

Ellis E. Erick- 
son, vice-presi- 
dent in charge 
of operations, 
United Adver- 
tising Corpora- 
tion, Newark, 
was recently 
honored by the 
company he has 
served for 30 
years. He was 
given a gold 
watch and 
chain by the 
Unadco Society, 
a company or- 
ganization, and 
a silver cigaret 
case and scroll 
by the com- 
pany’s billpost- 
ers... 

Milton G. Peterson, owner of 
Chicago, married Cora Mae Wea 
morial Chapel on Valentine’s Day. 
ing business, one affliction being 
Peterson insists. . . 


ONE W 


Four CBS Hollywo 
riding in the othe 


“lucky” driver whose auto will be used. 
Forbes (left), sales service mgr., is the winner. 
accusing fingers are Harry Witt, Southern Cal. sales mgr., 
George Moskovics, 

tion mgr., and Hal Hudson, CPN program service mgr. 


bowling council. It’s really up his 


AY TO GET TO WORK 


od executives who save gas and tires by 
r fellow's car are deciding here on the 
It looks like William 
Pointing the 


Columbia Pacific Network sales promo- 


Industrial Advertising Associates, 
therholt in Thorndike Hilton Me- 

The bride is not of the advertis- 
quite enough for the family, Mr. 


With President William G. Mennen as host, Mennen Co. threw its 


annual party for visiting salesm 


FOR THE MARINES 


Haddon Sundblom, Chicago commercial 
artist (center), presents this new poster 
to Navy Secretary Frank Knox (right) 
and Lt. Col. C. L. Fordney, in charge of 
Marine recruiting for Illinois. The orig- 
inal oil painting is done in Marine colors 
—scarlet, gold, navy and sky blue. 


Record publisher, has a new son-i 
S. A. 


way plays. . . Phil Seitz, assistant 
Chicago, was given a nice Vale 
Feb. 14... 

ve FP * 


en last Friday. The unique get- 
together again bore the WPA tag 
this year—but the initials rep- 
resented War Priorities Associa- 
tion. Last year it was Wonder 
Peddlers Association. . . 

After Tom Harrington, radio 
head of Y & R, and L. N. Brock- 
way, agency v.p. on the Jell-O 
account, arrived in Hollywood 
they spent most of their time 
with Arthur Lyons, agent for 
Jack Benny, presumably to line 
up Benny for the 1942-43 
son... 

Henry W. Comstock, pres., Ad- 
dison Vars, Inc., has been ap- 
pointed publicity chairman for 
the Red Cross War Relief Fund 
campaign in Buffalo. Alex F. 
Osborn, pres., BBDO, is vice- 
chairman. .. Harold M. Kuypers, 
editor, DePere Journal-Democrat, 
has been named chairman of the 
publishing houses division of the 
Brown County committee to ad- 
minister the sale of U. S. Defense 
savings bonds and stamps _ in 
Wisconsin. Philip A. MecClosky, 
Green Bay Press-Gazette. heads 
the division on public informa- 


sea- 


tion, including all press, radio 
and movie publicity. . . 
J. David Stern, Philadelphia 


n-law—Lieut. Paul Capron, Jr., U. 


The bride is Jill Stern, who has appeared in several Broad- 


to the editor 
ntine. He 


of Bakers’ 
married Rita 


Helper, 
Saindon 


| 
| 


| Starts with health defense, Duffy- 
| Mott Company has adopted as the 


|ing campaign for Sunsweet prune 


| Housekeeping, Life, and 54 news- 
| papers, with the newspaper sched-| 


Sunsweet Drive 


Stresses Health, 
Stamps and Bonds 


New York, Feb. 12.—Working on 
the premise that national defense 


main theme of its spring advertis- 


juice the importance of health as 
a national asset in the Victory drive, 
and will tie in strongly with the 
Treasury Department’s bond and 
stamp promotion. 

Sunsweet copy will appear in Good 


ule staggered so that insertions will | 


appear from one to four times a) 
| week over a 20-week period. Dealer | 


'am helping—Defense Bonds 


| 


| 


trade upon the work they are doing. | 


Duffy-Mott account. 


/quested by 


aids and counter displays play a 
prominent part in promotion plans, | 
with all displays urging the pur-| 
chase of Defense stamps at the} 
dealer’s counter. Dealers are pro-| 
vided with Sunsweet victory but-| 
tons which carry the message, “I| 
and | 
Stamps—For Victory.” The buttons | 
are given by the grocers to pur-| 
chasers of Defense stamps. 

Among the campaign material | 
being used to enlist the dealers’ | 
support in the drive, is a letter from | 
the Treasury Department compli- | 
menting Sunsweet and the grocery | 


Al Paul Lefton Company directs the | 


Paper Dealers Asked 
to Limit Mark-Ups 


More than 1,000 merchants deal- 
ing in fine papers have been re- 
Price Administrator 


Leon Henderson not to exceed 


/manufacturers’ prices, as frozen by 


|as sales and 


| 


|Mr. Weissman has been appointed. | 


| sidiaries 


OPA Dec. 15, plus mark-ups formu- 
lated for each grade and quantity 
by OPA. They were also asked to 
furnish information on prices and 
sources of supply. 

Converted paper products _in- 
volved include plain envelopes, ma- 


nila envolopes, glazed and plated 
papers, shipping tags, kraft en-| 
velopes and gummed papers. Re- 


sale mark-up limits range from 8 
to 60 per cent, depending on quanti- 
ties and types of products. 


Weissman Leaves Watkins 


Harold A. Weissman has resigned 
as vice-president of the R. L. Wat- 
kins Company, New York, after 25 
years during which he also served 
advertising manager. 
In addition he has resigned as presi- 
dent of the following companies: 
Vita-Ray Corporation, Lowell, 
Mass.; Ayer Company, Lowell, 
Mass.; Delatone Company, New! 
York. All four companies are sub- 
of Sterling Products, 
Wheeling, W. Va. No successor to 


me 


AT CHRISTENING 


James N. M. Eaton, vice-presiden: 
American Export Airlines, and Warner 5. 
Shelly, vice-president, N. W. Ayer & 
Son, which handles the AEA accour’, 
journeyed to Stratford, Conn., recent y 
for the christening of the world's longes:. 
range commercial aircraft, Excalibur. |t's 
the first of a fleet of four-engined ''fl,- 
ing aces" for nonstop transoceanic 
service. 


FTC Cites A. Stein 


A. Stein & Co., Chicago, is the 
latest victim of the Federal Trade 
Commission’s campaign against se||- 


/ing products made of Vinylite as 


made from or containing glass. Sev- 
eral of its competitors in the men’s 
accessories field, along with several 
retailers, have received complaints 
recently from FTC on the same 


charge. Stein is alleged to have 
misrepresented suspenders, belts, 
garters and raincoats sold under 


the trademark “Glas-Tex” as con- 
taining glass. FTC claims Vinylite, 
from which “Glas-Tex” is made, is 
a synthetic resin product and not 
glass. 


Fetzer Heads NAB 


Defense Committee 


John Fetzer, Station WKZO, Kal- 
amazoo, has been appointed chair- 


|man of the national defense com- 


mittee of the National Association 
of Broadcasters. He succeeds John 


| Shepard, III, Yankee Network, who 


resigned to accept larger responsi- 
bilities as chairman of the Broad- 
casters’ Victory Council. 

In addition to heading NAB de- 
fense activities, Mr. Fetzer is serv- 
ing as the association’s representa- 
tive on the Council. He is also an 
NAB director. 


To Launch Coffee Drive 


Wesley Associates, New York, has 
been named by the Department of 
Agriculture of Puerto Rico to handle 
its campaign in Spanish and Eng- 
lish for Puerto Rican coffee. 


IN PHILADELPHIA 


ie 


hs 


~~ sez TarovcH WEIL 


PHOTO-OFFSET 


res . 
PRINTING 


demands speed 


offset and planograph is the answer. Write 
RCS today for details and general price lists 
along with the “Idea Kit." 


RAPID COPY SERVICE CO. CHICAGO 
123 NORTH WACKER DRIVE 


"The Modern Method of 
Printing’ . . more econom- 
ical . . more versatile. 
Today's merchandising 


and economy . . RCS photo- 


STATE 5977 
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~NEW INDEX OF U.S. RADIO LISTENING | Heads Ridder-Johns 
ladex Figures *s United Artists to William F. Johns, general man- 
a oct NOV DEC JAN FEB MAR APR | MAY JUNE juty __ AUG 5 SEPT - . Spend $150, 000 on —_ of = St. — pins «ae 

wneer ress an presidaen Oo 


. . Ss, $ 
WTCN, will take charge of Ridder- 
Forecast Gain in as t +--—— 3 Kipling Movie Johns, Chicago, effective April 1, 
. R . New York, Feb. 11. — United| under a program calling for the 
Radio Listenin x0 %” | Artists will spend $150,000 for pro- ee = . , a 
g motion of its new Technicolor pro- OF FRENS MAR MPC, 


25 2s duction of Rudyard _ Kipling’s | 
Cooperative Analysis of “Jungle Book, first showing of | 
. 20 2 | Which is scheduled for April 3. The | 
Broadcasting Starts New | | advertising campaign will be re- 
. leased shortly before that date in| 
15 — t -—+ +15 A 
Service , | magazines, newspapers and outdoor | 
— NIGHT | posters. | 
. : anes 0 } on } 
New York, | Feb. 11.—January 6-11 PLM. 7 Copy, all highly imaginative in 
nighttime radio listening in the Wi | 
: Bes nature, will be keyed to the phrase | 
United States probably will be 5 $ | wIEts this world!” agazine | 
ake ion dither the Teanere or | It’s out of this world! Magazine 
' ‘ uesy © advertisements will consist of color 
December, 1941, rate and daytime © . / ® ages Boys’ Life, Good House 
listening likely will al the Jz ee 9404) ee 194) - 42 pages in Boys Life, Gooc ouse- 
] 5 equa e€ anu- THE NIGHTTIME INDEX is based on local time. and on 10 weekdays (Monday Friday inclusive) out of each month Each keeping Life, Look and Scholastic : 
ary 1941, figure the Cooperative monthly figure is an average of the percertage of sets in use during each of the 200 querter-hour periods between 6 and ie nis 40i-< a . - 2 ° 4 
’ : ’ ; : 11 P.M. The evereges for each month ore as well as half-page strips in Real 4 
Analysis of Broadcasting forecasts Oct. Mev. Bec, don, Feb. Merch = Agel Mey = dene duly Aue, Sat Heroes and True Comics ~ 
im ‘tion 9% 7 . 1940 — 41 303 wb M4 13 we 300 289 27.4 244 i 167 223 es Oe 
a ee or Wi—@ 265 = S08 _ a a rin Newspaper insertions, some in $ a 
‘ y Index of Listen- wae two colors, will appear in 45 cities) § e 
a ree The Cooperative Analysis of Broadcasting has ‘begun publication of a new index from coast to coast. In addition, 
rhe index will be compiled hence- to show monthly and annual listening trends in the country. In this chart the color half-pages will be used in 14| yi # 
forth to keep subscriber-members long line running from October through September represents 1940-41 nighttime itiac of the Metropolitan Comic | « 
posted on yearly and monthly lis- listening; the shorter line, October-December, 1941. - sa Per ri : Co ( oe 
? : aM , ‘hani & Oo. s e 
tening trends, with figures presented ee t | 
, : ‘ —— , ? : ’ agency. 
in chart form. The first index, re- Daytime listening data is presented in the chart below, with the long line repre- a , t 
produced in an adjoining column, senting October 1940 through September 1941, and the short line October- 
shows at a glance the relative per- December, 1941. Dreyfuss Heads Agency t ' 
centage of sets in use for each % , * | Leonard Dreyfuss has been elect- - eASTLE 2 
month from October, 1940, through yo OCT NOV DEC JAN FEB | MAR | APR | MAY JUNE | JULY | AUG | seer yg «60 ed: president of United Advertising 
December of last year. Two charts Agency, Newark, N. J. Benjamin I | 
are used, one for night, the other r DAY C. Green, formerly vice-president, GEIS THEM FEN! ¢ 
daytime listening. [| eaaeeran [| | See Sees Beeeee ceeeeny renner i 
During the winter of 1940-41, ac- mete me ae ee ae ee 
cording to the index, the peak of 7 | - , ; 
nighttime audiences was attained in Se “ Batt . 
December and January. A seasonal el - Topics Moves Offices CASTLE Fl LMS 
downtrend started in April, 1941, | Automobile Topics, Detroit, has | 
and extended through August, with | 1» | moved its public ition and business | Te 


a sharp upswing in September office to the Marquette bldg. Ward’s| & 
While nighttime listening during 5 5 po ro ores SP ane tahoe! 1 RCA BLDG. FIELD BLDG. RUSS BLDG. 4 
the last quarter of 1941 was lower paper, although the corporate set- | ¥ NEW YORK CHICAGO SAN FRANCISCO # 


than in 1940, the upswing in lis- ° 0 up of the publication remains the 


tening was sharper in 1941 than sine SE AEG otic ar Eee thes tn ns iceetitees: td sadee dey lchaiosh wit of sch east, Sask same. ee | 
during the same months of the pre- monthly figure is on average of the percentage of sets in use during each of the 360 quarter hour periods between 9 AM 
vious year. December 1941 listen- yes ~ age iggy Se ee ee 
ing was only one percentage point ena al Se oe Se CU erlUcere Ue le Ue Le 
less than in the previous December. 
Daytime Little Changed Pee eee een Sees 
a sa. 
In contrast with the nighttime mer months. Here again, CAB!mer nights, there is some increase = : - ase >on hh ee 
curve, the daytime trend line is points out that although there is in daytime offerings due to baseball ™ a? ah Bee { ate 
. fairly flat, showing a comparatively a decline in the number of commer-_ broadcasts. a Wi ee oo ee =" 
. small decline during the hot sum- cial network offerings during sum- In comparing the difference be- : 
tween the volume of listening in 


the last quarter of 1940 and 1941, 
CAB called attention to two factors 
which affect the trends of the two 
| years: 

1. During October and the last 
few days of November, 1940, the >, « 
nation was nearing the end of an aaa 
exciting and important political ave aaa 
campaign. Sixteen political speeches 
were broadcast during nights on 
which CAB conducted investigations 
and the audiences of these speeches 
are reflected in the 1940 figures. 

2. CAB investigations are con- 
ducted whenever possible on nor- 
mal days. The December 1941 fig- 
ures are based on one week of 
investigation ending three days be- 
fore Pear] Harbor and one week of 
investigation starting seven days 
after Pearl Harbor. 


Omit Roosevelt Figures 


As a result of special checks con- 
ducted by the CAB, it is known 
that exceptionally large audiences 
were prevalent during the days im- 
mediately after Pearl Harbor. For 
example, President Roosevelt's ad- 
dress of Dec. 9 was heard by 83 
per cent of radio set owners. His 
address of Monday noon, Dec. 8, 
was heard by 65.7 per cent of radio 


WFEBR brings you a 3-party wire set owners. Neither of these is in- 


cluded in the December figures. 


enon ys FO? COMI, 


The CAB points out that its new 


that all Maryland listens in on index indicates the relative and not 


the absolute size of the radio audi- says S. O. Shapiro, 


ee ares ie , True Story’s cir- 
A network within a network! That’s the ence. Over the period from October culation chief, in 
biggest radio news and buy today in 1940 to date, it does not reflect the : ’ 

Maryland 3 top stations covering the entire increase in the number of homes announcing to 


with radio sets. The index is based 
on data obtained by interviewing 
radio set owners in their homes in 
33 major cities regularly reached by month previous! 

the Columbia Broadcasting System, & * e 
National jroadcasting Company 


vs No wonder that more and more 
‘ > letw c Company . . es 
Ww r B ed ae ee ee new advertisers continue to join 


True Story’s ad-roster .. . Wel- 
BALTIMORE 


True Story whole- 
salers a 525,000 leap in Feb- 
ruary newsstand sales over the 


State, all wrapped up in one big, econom- 
ical package... Baltimore, Hagerstown and 
Salisbury ...all fanning out from WFBR 
... the network Maryland listens to! 


Holden Joins “Sun” come herewith to a of last 
* WBOC, Salisbury « WJEJ, Hagerstown x Arthur H. Holden, formerly with pong asthe 6 
the local advertising staff of the Corp., Marchand’s Golden Hair 
Mutual and Maryland Coverage Networks Chicago Tribune, has joined the Wash, Van Camp's Beans! 
SALES HEADQUARTERS: WFBR, BALTIMORE, MD. local advertising department of the *Source: Department of Labor, 1941 


ee tar Chicago Sun. 
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Ban es of Tin 


in Beer Cans 
After March 1 


(Continued from Page 1) 
order, however, considerable adver- 
tising may be devoted to exploiting 
the new brain children of packaging 
laboratories. 

Conservation Order M-81, as to- 
day’s mandate was designated, per- 
mits unlimited production of cans 
for packaging products regarded as 
of primary importance, listed in 
“Table 1.’’ This list includes fruits, 
vegetables, juices, miscellaneous 
foods, including milk 
products, and fish and shellfish. 

Fruits included in Table 1 include 
fruit cocktails and fruits for salad, 
peaches, pears, pectin and grape- 
fruit, lemon, lime and orange con- 
centrates. Peaches and pears may 
not be canned whole, this provision 
being designed to conserve space. 

Vegetables given the right of way 
include asparagus, beans, corn, peas, 
tomatoes and tomato products (such 
as paste, sauce, pulp, catsup, chili 
sauce), and baby foods, such as 
vegetable purees and chopped foods. 

Beans must be packed fresh; dried 
beans may not be packed. Only 
sweet corn may be packed and it 
must be cut off the cob. Peas must 
be fresh green. 

Juices included in Table, 1 are 
limited to tomato juice. No fruit 
juices are included. The order said 
that tomato juice is now packed in 
more than 30 sizes, which will 
reduced to four. 

Fish and shellfish are limited to 
salmon, sardines, tuna and tuna- 
like fishes, mackerel, alewives, fish 
flakes and crab. Miscellaneous foods 
include cold pack food, baby for- 
mulas, evaporated milk, dry milks, 


————iill=-!,, | 


CHROMART 


PRINT FROM KODACHROME 
The one colorprint that FULFILLS 


every exacting art-copy requirement 


PHOTOCHROME, 837 N. Fairfax, Hollywood 


= Overnight by Plane y 


and milk) 


be 


| 


special dietary producs, and dehy- 
drated vegetables. 

Other products may be packed in 
“secondary products cans” or “spe- 
cial products cans.” The former 
will be used to pack fruits and 
vegetables regarded as of secondary 
importance. Some of these products 
can be dried. In general, these 
products are given as much tinplate 
as was used to pack 100 per cent 
of their 1940 pack. Special prod- 
ucts cans will be used to pack im- 
portant medical, chemical, dental 
and industrial products and produc- 
tion of such cans is limited to 100 
per cent of 1940. 

Fruits to be packed in secondary 
cans include apples and crabapples, 
apple sauce, apricots, berries, cher- 
ries, cocoanuts, cranberries, grape- 
fruit, and combinations of oranges 
and grapefruit, olives, 
(freestone), pineapple, plums and 
fresh prunes. 

Apples and crabapples are limited 
to 75 per cent of the 1940 pack. 
Apricots may not be canned whole 


|for the remainder of the year. 


peaches| 


and are limited to 75 per cent of | 


the 1940 pack. Olives include only 


ripe olives and only 50 per cent of | 


the 1941 pack may be canned. 

Plums and fresh prunes are limited 

to 50 per cent of the 1940 pack. 
Vegetables in the secondary cate- 


gory include beets, carrots, carrots 
and peas, pimentos and peppers, 
pumpkin and = squash, rhubarb, 


sauerkraut, spinach and other green 
leafy vegetables, succotash, okra, 
tomato products, and mixed vege- 
tables. 

Those restricted below the 100 
per cent limitation are beets, 75 per 
cent of 1940; carrots, 75 per cent; 
carrots and peas, 75 per cent; 
pimentos and peppers, 50 per cent 
of 1940; pumpkin and squash, 50 
per cent; rhubarb, 50 per cent; 
sauerkraut, 50 per cent of present 
bulk kraut holding; mixed vege- 
tables, 75 per cent. 

Juices in Table 2 are lemon, lime, 
pineapple, grapefruit, orange, com- 
bination of grapefruit and orange, 
and fruit nectar. 
lime juice are limited to 50 per cent 
of the 1940 pack. Grapefruit juice, 
orange juice and combinations of 
‘grapefruit and orange are allowed 


E CALLS on more 


than 60,000 of 


AMERICA’S FINEST 
SALESMEN 


the 67,667" resident 


families in the Miami city zone, daily and Sunday... 
A most energetic and indefatigable worker, he also covers 


the entire southeastern Florida area every day, 


presenting your 


message to this rich business and agricultural belt . . . Furthermore, 
he calls by invitation for he represents the net paid circulation of 


The Miami Herald. 


With the great influx of visitors to Florida each winter season 
he does double duty, for they, too, prefer his companionship. 


He knows a wealth of new 
the nation’s 


editorial policy and carries 
features ... 


has a factual, unbiased 
leading columnists and 


stories, 


Place your advertising compaign in his portfolio and you will 


receive quick, gratifying results! 


*“U. S. Government Census figures show Miami City 
Zone povulation 243,604 ... In the Miami District 
there are 3.6 persons per family or 67,667 families. 


Che Miami Herald 


STORY, BROOKS & FINLEY — National Representatives 
GREATER MIAMI — “A NATIONAL MARKET” 


| 125 per cent of the 1940 pack. | 
Miscellaneous foods _ include | 
canned condensed soups; canned | 


|at 


Lemon juice and | 


soups, broths and chowders; con- | 
densed milk, goats’ milk and malted | 
milks; frozen eggs; liquid oils, hard- 
ened edible oils and unhardened or | 
hardened lard, rendered porkfat and | 
edible tallow; sweet syrups; evapo- | 
rated milk and frozen and storage | 
cream. 

Canned condensed soup is per-| 
mitted 100 per cent of its 1941 pack. | 
Other soups, broths and chowders | 
are allowed only 25 per cent of their 
1940 pack and may not be packed | 
all after June 30. Hardened | 
edible oils may be packed at 100 per | 
cent of their 1940 rate until June 
30, but only 60 per cent of this rate 
All 
other miscellaneous foods in the list | 
are permitted 100 per cent of their 
1940 pack. 

Meats in Table 2 include brains, | 
allowed 75 per cent of the 1940) 
pack; meat loaf, 75 per cent; meat 
spreads, 50 per cent; some sausages, 
75 per cent, others only 25; tongue, 
75 per cent; bulk sausage meats, 
125 per cent; chopped luncheon 
meats, 125 per cent; potted meat, 
125; all others, 100 per cent of the 
1940 pack. These others are beef, 
veal, chili con carne when not 
packed with beans; boned chicken 
or turkey. 

Fish and _ shellfish included in 
Table 2 are shad, clams, mussels, 
oysters, shrimp; and the following 
for refrigeration shipments: Oys- 
ters, shrimp, clams, scallops, crabs 
and fish fillets. The refrigeration 
products are allowed 100 per cent 
of their 1941 pack; the others, 100 
per cent of their 1940 pack. 

Table 3, the special products cans, 
includes a long list of products for 
which various amounts of tinplate 
and terneplate may be used. They 
are restricted to 100 per cent of 
their 1940 use unless otherwise 
stated. These products include al- 
cohol, cements, chemicals, dyes, fire 
extinguisher fluid, graphite, etc. 

Liquid soaps are permitted 50 per 
cent of their 1940 pack; liquid glues 
and pastes, 50 per cent of 1940 in 
the smaller sizes, 100 per cent in 
larger sizes; glycerine, 50 per cent 
in sizes up to one gallon, 100 per 
cent in larger; polish, 50 per cent 
of 1940; waxes, 25 per cent; dairy 
ware, 110 per cent of 1940; disin- 
fectants, 50 per cent; paints and 
accessories, 50 per cent of 1940 in 
cans of less than one gallon. All 
other products in the list are per- 
mitted 100 per cent of their 1940 
pack. 

Among the largest savings to re- 
sult from the elimination of tin cans 
for certain products are beer cans, 
which last year used 1,600 tons; 
pork and beans, 1,440 tons; oil, 275 
tons; coffee, 900 tons; tobacco, 200 
tons; kidney beans, 200 tons: hom- 
iny, 150 tons; dog food, 820 tons. 


MANY BIG CAMPAIGNS 


MAY BE REALIGNED 
New York, Feb. 12.—Realignment 
of several important food advertis- 


| ing programs appeared in the offing 


here today as the long-awaited 
WPB edict on reduction of tin for 
canning purposes became a reality. 
Although only a few agency offi- 
cials and advertisers were available 
for comment because of the holiday, 
these observers 


pointed to soup, 
| baking powder, pork and_ beans, 
tobacco and dog food copy as the 
most likely to be affected, with 


package changes giving rise to new 
appeals and merchandising themes. 

A quick estimate of advertising 
expenditures in these groups was 
between $8,000,000 and $9,000,000. 
Approximate investments in news- 
papers, magazines, network radio 
and farm papers last year were as 
follows: baking powder, $1,500,000: 
smoking tobacco, $4,250,000; dog 
food, $1,000,000. 

Announcement of the WPB decree 
caused advertising men to lay em- 
phasis on the wide-flung Heinz soup 
campaign which broke last week in 
newspapers throughout the country, 
stressing the government's nutri- 
tional program. Second insertions 
in the series appeared today and the 
advertising is scheduled to continue 
through March. 

Whether the ruling will affect this 


—— 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


30 cents 


“Positions Wanted,” 


“Representatives Wanted,” 


end 
a line, minimum charge §1. 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 


$4.75 per inch. 


HELP WANTED 
PRINTING SALESMEN 
Reputable Chicago offset company 
Wishes to build up sales force in sur- 


rounding states on exclusive fran- 
chise basis. Printing experience de- 
sirable, would consider part time 


arrangement. Give experience and ter- 
ritory covered. 
Box 3622 ADVERTISING AGE, Chgo. 


ADVERTISING 
COPY 
WRITER 


Growing Chicago agency wishes 
to add to its staff a creative 
man, experienced enough to pro- 
duce national copy and_= solid 
hard-hitting trade journal ads, 
young enough to keep on devel- 
oping into greater responsibili- 
ties. The man we want must 
have talent for doing things 
“differently” and a personality 
that is easy to work with. Our 
men know about this advertise- 
ment so write fully about your- 


self, your experience and the 
salary you expect, 
Box 3618, ADVERTISING AGE, Cheo. 


INDUSTRIAL ADVERTISING 


ASSISTANT 
Prominent steel manufacturer” has 
opening for draft exempt man around 
thirty with all around experience in 
industrial advertising and house or- 


New York location, 
per month, Replies 


Lan preparation 
salary $2060.00 


strictly confidential 

Box 3625, ADVERTISING AGE, N. Y 
POSTTIONS WANTED 

ART DIRECTOR AVAILABLE 

Draft exempt, employed at present, | 

N. Y. agency experience, modern lay- | 

outs and all details of an art dire 

tor’s job on a campaign-finished work 

if necessary N *. location desired 

Let me show you my “stuff.” 

Box 3613, ADVERTISING AGE, N. Y. 


| . 
tention 


‘POSITIONS WANTED 
Due to lack of essentials, young pian 


of 40, with fifteen years experienc: in 
international promotion of syndi: ite 
or 10c items, desires affiliation th 


organization where such experienc. js 
needed, Knowledge of merchandis ng 


covers, Cosmetics, Drugs, Gifts nd 
| Toys. Can furnish established s: es 
force if required. 

jox 3619, ADVERTISING AGE, Ch <o, 


Advertising salesman, fine recor, 
earnings reduced by the war, wis ies 
position selling advertising. Ba | ti- 
more, Washington, Philadelphia vic n- 
ity preferred. 
tox 3624, ADVERTISING AGE, C) xo. 


REPRESENTATIVE WANTED 
Chicago Agency Man with Business— 


can make advantageous connection 
| with medium sized, fully manned 
soundly financed agency. Geared both 
for radio and black and white n- 
thusiastic cooperation handling id 


getting business. If forced reduct on 


or your set up is insecure, 
it over without obligation. 
tox 3621, ADVERTISING AGE, Cheo, 


REPRESENTATIVE AVAILABLE: | 


Firms needing representation in 

Washington State write 

Box 3620, ADVERTISING AGE, Cheo 
MISCELLANEOUS 
Periodical Printing 

We are equipped to handle a maxa- 


zine or periodical printing job at our 
Poughkeepsie plant. Hoe Magazine 
‘ress, Saturday Evening size 
using newsprint. Address inquiries t 
American Agriculturist 
Plant, Poughkeepsie, New Y 
FRED W. OHM. 


BUSINESS OPPORTUNITY 


FOR SALE—CASH. Small class pub 
lication. Good only as sideline. A nat 


ural for a public relations man wh 
can make small investment. 
Box 3623 ADVERTISING AGE, Che 


campaign may depend on what is 
regarded “condensed soup.” 
Most of the Heinz labels state that 
“hot cream or milk may be added.” 
Stokely Brothers & Co. has like- 
wise launched an expanded drive 
for its pork and beans, using 400 
dailies and 3,000 weeklies, as well 
as a list of national magazines. A 
company spokesman said today that 
no decision has been made regard- 
ing the campaign’s future. 
Manufacturers of dry dog food 
attending the Westminster dog show 
here report the possibility of an 
association advertising venture, fol- 
lowing a meeting to discuss such a 


as 


project. No formal organization 
developed, but an industry commit- 
tee was named, comprised of Clar- 
ence Gaines, Gaines Dog Food Com- 
pany, Sherburne, N. Y.; Frank 
Wharton, Chappel Brothers, Rock- 
ford, Ill.; D. A. Adams, Vitality 
Mills, Chicago, and Paul Rickett, 
Battle Creek Dog Food Company 
Ralston Purina Company and Na- 
tional Biscuit Company will also be 
represented. If such a campaign 
should materialize, it may be con- 
ducted through American Feed 
Manufacturers Association, Chicago, 
of which most of the companies are 
members. 


TESTING? 


Reach a big chunk of 
ILLINOIS. ..do your testing 
thru the DECATUR station, 


20 W. 1340. Fall Time, 
Sears & Ayer, Reps. 
Local help given. 


WSOY 


WB 
bi 


+ 


Multigraphing 

Mimeographing ah 
Printing 

Addressing & 
Mailing 


Typewriting 


Vail 


Direct Mail Ideas 


Copy - Lists 


WE’RE YOURS TO 


i; Command! 


IF THE GOVERNMENT . . . — 
ENLIST OUR SERVICES .. . — 
~TELEPHONE—FRANKLIN 
THE RYLANDER COMPANY 


19 South Wells Street 


? r IAIN 


5954 


Advertising Service 


Chicago 
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ADVERTISING AGE 


‘they have discontinued this service | 
| during the war period. 


Macfadden Moves 


Executive, editorial, art and pro- 
duction departments of Macfadden 
Publications, New York, have been 
moved from the Chanin bldg. to the 
Bartholomew blidg:, 205 E. 42nd 
| street. The advertising department 
| will be transferred within the next 
two months. 


Sign Makers Plan 
Changes; See No 
Serious Changes 


(Continued from Page 1) 


restrictions on the use of metal, ee 
only signs not larger than 48 square Cites Arden Copy 
inches in area will continue to be 


Elizabeth Arden’s 1941 advertis- 
ing, created by Pettingell & Fenton, 
es customers’ requirements can| New York agency, has been given 
net, with some restrictions. | the yearly award for the best cos- 
Morton L. Clark, president of the| metic advertising of the year by 
‘craft Sign Company, Lima, O.,| Toilet Requisites. 
said that his company, like many | 


aie without limitation. He be- 


Prodigal Son 
Returned to 
Cream of Wheat 


Minneapolis, Feb. 12.—Rastus, 
Cream of Wheat Company’s grin- 
ning trademark, is home, and two 
local youngsters, Dick Paulson and 
Allan Reid, are $100 richer. They 
told company officers that they 
found the life-size plaster bust near 
the Minneapolis parade ground and 
in their relief the Cream of Wheat 
executives didn’t question the 
youths too closely. 

Rastus is the life-size plaster bust 
executed by Edward B. Brewer for 


the cereal manufacturer a genera- 
tion ago for a fee of $2,300. Despite 
its weight of 25 pounds, unknown 
persons removed Rastus from his 
accustomed niche on the landing 
between the lobby and the second 
floor of the headquarters building. 
When newspapers printed the story, 
the figure was quickly forthcoming. 

The original of the bust was a 
Chicago waiter whose exuberant 
smile caught the eye of Col. Emory 
Mapes, founder of the Cream of 
Wheat Company. 


Adds Whittimore 

Don E. Whittimore has joined C. 
Franklin Brown & Co., Chicago, as 
account executive. 


Holds Ad Exposition 

The fifth annual Wisconsin adver- 
tising exposition will be held Feb. 
22-28 at the Milwaukee Athletic 
Club. The exhibit is under the 
sponsorship of the Milwaukee Ad- 
vertising Club and the Women’s 
Advertising Club. At a banquet on 
Feb. 26, Grove Patterson, editor of 
the Toledo Blade, will be the chief 
speaker. 


Two Appoint Rose 
Prudential Sales Company, Chi- 


_cago, mail order merchandise, has 


placed its account with Charles 
Edson Rose Company, Chicago. Fair 
Oaks Company, LaGrange, IIl., has 
appointed the Rose agency to direct 
advertising. 


others in the sign field, is devoting | 
much of its production to defense 
work, but that it will continue to 
manufacture and deliver signs for 
advertising purposes. 

A number of manufacturers have | 
developed substitutes which they 
believe to be satisfactory. The 
Stout Sign Company, St. Louis, is 
offering an asphalt sheet known a‘ 
Stoutex, which is recommended for 
outdoor use. The Mathews Com- 
pany, Detroit, also reports the use 
of a_ satisfactory substitute for 
metal. The Kolograph Company, 
Los Angeles, is using a molded com- 
position, Koloplak, which it is offer- 
ing as a substitute for unavailable 
materials. 

While other users of plastics in 
sign manufacture are _ featuring 
them, many of the manufacturers, 
including the Watertown Mfg. Com- 


pany, Watertown, Conn., indicate 
that there are already marked 
shortages of various materials in 


this field also. Bakelite, for exam- 
ple, is said not to be available at 
present. 


Expects Adequate Supply 
Howard Frankel, Cincinnati Ad- 
vertising Products Company, re- 
ported that there may be increasing 
difficulty in obtaining materials for 


- electric signs, but that glass, wood 

n and plastic signs should continue 

‘ to be available in satisfactory quan- 
tity. 

? C. E. Bostwick, vice-president and 

k general manager of the K. C. S. 


Company, Milwaukee, believes that 
it will be possible to supply all types 
of signs except those electrically 
illuminated. He called attention to 
restrictions on the use of electric 
lamps for sign purposes. 

On the other hand, S. Kamin, 
president and general manager of 
4 Neon Products, Inc., Lima, O., re- 
ported that this company will be 
able to continue to supply neon 
dealer signs, as well as electric and 
neon advertising clocks. 

Manufacturers of glass signs, such 
as the Hal Manufacturing Company, 
Cincinnati, and the Herrlein & 
Henrich Company, New York, have 
found no serious difficulty in con- 
tinuing to take care of customers’ 
requirements. The  Photoplating 
Company, Minneapolis, is continu- 
ing to feature signs utilizing non- 
defense materials, including glass 
and wood. A similar program is 
followed by the Mirro-Products 
Company, High Point, N. C. 


AS VITAL AS A LIPSTICK TO A WOMAN 


No matter how naturally beautiful a woman may be, she'll tell you that it takes a touch of this and that, here 
and there, to emphasize her notural charm, and really enable her to "go to town”... . Of course there's 


thes i 


nothing particularly original about the idea. It's about as old as the human race. In fact, it's just smart pack- 


Decals Are Plentiful aging, and there are quite a number of girls slumbering in the Pyramids who knew something about that... . 


= See ee The basic design may seem perfect, but the finishing touches really weigh heavily with the customers. ... It takes 
tener g Renter Galeem. Loom a little "know how” too, whether the job is done with a lipstick, a wood carver's knife or an engraver’s finish- 
that thus far there have been no ing tool. Many an cdvertising man has almost wept because the engraver’s proofs looked so little like the art 
= fg Faget dig Moe vo work and photographs in which he had invested plenty of money. Only until he had traced the reason back 
ao pe ge ge I from the engraver's negatives through the printing and etching to the final plates did he find that the finisher is 


r rejabilitating and renewing old 
etal signs. The American Decal- 
lania Company, Chicago, reports 


the boy who can—if he knows how —bring out the fine shades of tone and color values, and the vital detail 
features that make the difference between a brilliant reproduction and a commonplace picture. Nearly every 


de use of decal transfers on many J eis . . x : a 
ms of war and defense transpor- time, too, it's the difference between a real job of selling and just another ad. Many smart advertisers, who 
din, a oy gg Sore have found what it takes to get attention in these days of keen competition, use Rogers made engravings. They 
Mary uses, while 1e iterna- 
nal Decalcomania Company, New know that it costs them no more in the final calculations, and that it pays out in much greater sales dividends. 
tk, says that this type of display 

4 ‘been substituted for other types 


i which are not available. 
| Beso comm te INOGERS ENGRAVING COMPANY 
i sare aie © ee Adolph F. Buechele, President 
* of manufacturers of metal signs, MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
2001 CALUMET AVENUE Phone: CALumet 4137 CHICAGO, ILLINOIS 


la ly companies not specializ- 
Nn this field, have reported that 
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Types of Premium 
Change, But Their 
Use Goes Right On 


(Continued from Page 2) 


gle day was 1,000 tax book orders, 
with volume running as high as 
10,000 on other days. As a result 
of this experience, Mueller will con- 
tinue to use premiums regularly. A 
new offer will be introduced shortly. 


Continental.Soup Mix is pushing! 


ahead with a flower seed offer, 
while International Salt Company 
plugs a “flower ball’ premium. 
Planters Nut and Chocolate Com- 
pany is engaged in aggressive pro- 
motion of a dictionary for 10 cents 
and a label. 


Exhibitors Sign Up 


One of the best indexes to pre- 
mium activity, the annual premium 
exposition scheduled for the Palmer 
House, Chicago, May 4 to 8, reports 
that exhibitors are being lined up 
steadily. Included are such manu- 
facturers as Aluminum Goods Mfg. 
Company, which has no merchan- 
dise available, but is apparently 
determined to keep its name before 
buyers as insurance for the future. 
Waterbury and Gilbert clocks and 
several lines of cutlery will also be 
represented at the show, for insti- 
tutional reasons. Space contracts 
already received indicate that glass- 
ware manufacturers, including Lib- 
bey, Hazel-Atlas, Jeanette, McKee, 
Corning and Federal, will be out in 
full force. 

Although premium trade sources 
do not expect 1942 volume to match 
last year’s record $500,000,000 fig- 
ure, indications are that 1942 sales 
will be in the neighborhood 
$350,000,000. 


WPB BUREAU CENTERS 

ON CONSERVATION 
Washington, D. C., Feb. 11.—The 

Bureau of Industrial Conservation, 

War Production Board, looks with 


of | 


disfavor upon any merchandising 


plan which involves the unneces- 
sary use of scarce materials or serv- 
ices, it was disclosed today in 
response to a query as to its attitude 
on premiums and sampling. 

The Bureau has issued no ruling, 
and contemplates none, which 
would restrict such practices as 
sampling or selling by means of 
premiums. The Bureau has no 
desire to reform advertising tech- 
niques or amend distribution plans, 
but seeks only to do everything 
possible to conserve scarce mate- 
rials and products needed in the 
war program, it was said, 


The Bureau does attempt to dis- | 


courage all steps by industry which 
tend to defeat the purpose of con- 
servation. Persuasion, rather than 
compulsion, is its weapon. With the 
entire nation anxious to do every- 
thing necessary to win the war, use 
of the broad powers held by WPB 
has not been necessary. 


Waste No Problem 


So far, waste of scarce materials 
through premium or sampling plans 
has not been an important problem 
to the Bureau. 


forbid the use of many products for 


Restrictions on the | 
various scarce materials virtually | 


| 


premiums, and the Bureau has had | 


to go no further than to suggest that 
it would be unwise to adopt certain 
plans. 

The Bureau has a consultant for 
each major industry who is in close 
touch with his particular field. In 
conversation with industry repre- 
sentatives, they attempt to ferret 
out ways in which scarce materials 
can be saved. There have been 
cases in which suggested methods 
of conservation involved the chang- 
ing of premium plans, but in most 
instances all that has been necessary 
has been a change in product or 
method of distribution rather than 
a scrapping of the program in toto. 


Joins “Air News” 
John Paul Andrews, formerly in 
the advertising and promotion de- 


partment of U. S. Camera, New 
York, has joined Air News, New 
York, as advertising promotion 
manager, 


~ 
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EMPLOYMENT UP: 


= 


date in 1941. 


on January 15, 1941. 


ployment figures. 


high. 


On January 15, 1942 employment in the Akron 
Area showed nearly a 25°, increase over the same 


Number employed in factories and offices of 91 
manufacturers totaled 70,614 compared with 56,667 


The 1942 figure is almost 2°/, 


greater than December, 1941. 

751 were employed in 11 Cuyahoga Falls companies 
surveyed, 4°/, less than December's total but 23°/, 
greater than a year ago. 

An increase of slightly more than |°/, was recorded 
between December and January by Barberton's 15 
industries contacted, 12,734 now being employed or 
about 17°/, greater than a year ago. 

Although there have been lay-offs in a few plants, 
particularly those directly or indirectly connected with 
rubber, they were not as large as expected nor were 
they great enough to cause a decrease in total em- 


New defense plants nearing completion in Akron 
and Ravenna will soon employ upward of 20,000 work- 
ers. This will send employment rolls to a new all-time 


@ INCREASED EMPLOYMENT MEANS 
INCREASED SALES! 
BY INCREASING YOUR SALES MESSAGES 
:N AKRON'S ONLY NEWSPAPER. 


AKRON BEACON JOURNAL 


Represented by Story, Brooks & Finley 


GET YOUR SHARE 


New York, Philadelphia, Chicago, Cleveland, Los Angeles, Atlanta 


THIS WEEK 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1942, by Advertising Publications, Inc.) 
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% Gain % Gain 


6-Week 6-Week 6-Week or Loss” or Loss 
Period Period Period 1942 1942 Week Week % Gain 
Ended Ended Ended over over Ended Ended 
Feb. 10, 1940 Feb. 8, 1941 Feb. 7, 1942 1940 1941 Feb, 8, 1941 Feb. 7, 1942 Liss 
Buren, Oy. ivcae : 916,986 950,549 1,072,774 + 17.0 + 12.9 157,325 180,303 4.6 
Albany, N. Y.... 753,384 735,860 T69,495 +- 2.1 + 4.6 134,114 123,661 7.8 
Atlanta, Ga. ji we a 1,460,424 1,491,630 1,392,174 ~4.7 ~6.7 292,628 249,214 4.8 
Baltimore, Md T 2,116,861 2,236,117 2,376,028 12.2 + 6.3 377,204 412,792 9.4 
Birmingham, Ala. 1,324,540 1,442,964 1,507,296 + 13.8 + 4.5 247,380 261,422 5.7 
Boston, Mass. 2,086,287 1,985,164 2,033,162 ——2.6 +24 336,950 335,608 04 
 ) i. a ae 1,320,482 1,427,894 1,457,487 + 10.4 + 2.1 258,853 269,814 2 
Camden, N. J.... 572,842 475,002 467,748 18.4 1.6 93,752 93,903 0.2 
Cedar Rapids, la 435,428 $52,956 164,688 + 6.7 + 2.6 87,822 92,274 5.1 
Charleston, W. Va 959,484 966,084 S83,356 7.9 8.6 165,221 158,821 3.9 
Mhicago, Ill. Fy 2,778,698 2,739,868 > 856,766 2.8 143 502.345 559,200 1.3 
Cincinnati, O 1,580,974 1.573,997 1,609,422 1.8 + 2.3 51,670 292,394 6.2 
Cleveland, ©. 1,890,580 1,937,381 LS79,S92 0.6 3.0 332,042 322,166 3.0 
Columbus, ©. 1,341,490 1,564,622 1,563,666 + 1.7 0.1 243,324 233,687 4.0 
Dallas, Tex. , 2,006,859 2,011,825 1975,929 1.6 1.8 355,949 341,156 4.2 
Davenport, la 873,586 941,850 945,490 + 8.2 0.4 5,15 148,876 2.6 
oo ts err 1,350,518 1,426,788 1,431,832 + 6.0 0.4 280,406 5.7 
Denver, Colo 899,217 95,999 23,27 2.7 3.0 146,445 7 
Des Moines, Ia.. 684,129 617,731 7 12.1 2.6 107,613 4.8 
Detroit, Mich 2,038,845 2,152,465 9.9 + 4.1 408,562 5.9 
El Paso, Tex.... 1,068,718 1,192,33 2.5 —12.6 170,744 22.5 
Erie, Pa. . eer 882.604 S79,858 5.5 5.8 165,228 2 
Kvansville, Ind. 1,138,886 1,115,604 7.4 9.6 203,980 9.1 
Fall River, Mass.. 355,266 384,799 565,510 2.8 5.0 62,821 5.4 
Flint, Mich. 846,874 SUS8,688 830,620 i) 7.6 134,176 —7.9 
Fort Wayne, Ind. 1,093,281 1,003,415 1,058,330 3.2 my) 185,150 + 5.7 
Cee, BGs scevess 620,157 602,525 626,571 1.0 4.0 87,529 —21.2 
Grand Rapids, Mich.. 956,928 G02 580 SSO,13S8 8.0 3.5 150,360 -17.5 
Greenville, S. C.. 728,479 767,639 752,325 3 -2.0 128,905 9. 
Hempstead, L. I.. 194,070 510,038 t68,659 40.0 18.9 65,834 25 
|} Houston, Tex. .. 1,847,915 1,858,178 1,818,866 1.6 2.1 337,302 0 
Hiuntington, W. Va.... 730,591 T61,908 TO1L,S28 2.9 1 115,099 6 
Indianapolis, Ind. .... 1,730,806 1,743,43 1,902,540 9 9.1 308,312 + 3.7 
Jacksonville, Fla. ..... 909,104 149,550 941,318 3.5 0.9 155,400 -5.5 
Jersey City, N. J... 207,060 191,325 L105, 038 0.6 7.6 29,482 + 1 
| Kansas City, Kan... 297,199 276,339 258,874 12.9 6.3 44,212 7.1 
Knoxville, Tenn, . 1,014,440 963,550 917,728 9.5 4.8 152,656 9. 
Little Rock, Ark.. 884,072 1,009,414 1,005,248 + 12.7 0.4 210,546 22.1 
| Los Angeles, Cal.. ‘ 2,714,191 2,387,188 1,380,078 12.3 “ 415,498 3.1 
Louisville, Ky. .. . 1,302,020 1,388,563 1,448,731 + 11.3 1.3 265,321 +13.1 
Lynn, Mass ‘% 884,702 1,006,73 911,068 + 3.0 9.5 174,468 17. 
Manchester, N. H. 390,648 374,736 363,344 7.0 30 63,248 5.8 
*Memphis, Tenn. .. 1,565,718 1,269,464 1,317,456 15.9 + 3.8 238,154 l 
Miami, Fila. ...... 2,093,119 1,089,632 1,669,068 20.3 16.1 276,374 21.9 
Milwaukee, Wis 1,621,226 1,700,957 1,633,590 + O.8 —4.0 L105. 875 5.4 
Minneapolis, Minn. 1,318,517 1,300,389 1,345,995 +-2.1 +- 3.5 226,578 2 
New Bedford, Mass 359,618 383,432 IS2. 382 + 6.3 0.3 70.378 6 
New Haven, Conn.. 1,027,376 1,071,150 1,044,736 +1.7 —2.5 176,652 + 3. 
New Orleans, La... 2,010,637 1,979,546 1,905,155 5.2 3.8 101,286 8 3 
New York, N. Y.. 5,927,360 5,846,974 745,705 3.1 & 965,706 7.6 
Brooklyn, N. Y..... 382,37 381,381 351,749 -8.0 7.8 59,644 9.4 
POOUTOEM, VR cascres 976,878 1,058,554 1,104,698 13.1 4.4 186,088 1.4 
Oakland, Cal. ...... 870,088 891,162 868,333 -.2 2.6 160,061 153,354 4.2 
Oklahoma City, Okla 750,316 776,566 757,568 +1.0 —2.4 142,506 131,362 7.8 
Omaha, Neb. ....... 576,108 92,491 526,489 8.6 11.1 96,989 91,665 
Peoria, Ill. 1,066,570 1,176,72 1,125,572 +55 1.3 199,262 179,298 10. 
Philadelphia, Pa. . 3.088.920 061,962 “60,784 4.1 1.3 126.676 126.679 d 
Phoenix, Ariz S68,672 910.364 858,326 1.2 m 160,860 150,808 6.2 
Pittsbureh, Pa. . 2,101,638 2,113,902 2,238,894 + 6.5 5.9 400,218 405,440 + 1 
Portland, Ore, 1,052,026 1,519,810 1,124,186 + 6.9 14.8 248,802 182,126 26.5 
Providence, R. I. 1,253,080 1,197,673 1,212,304 1.3 1.2 215,525 202,821 0.7 
Reading, Pa 994,660 1,052,572 L.a70,020 7.6 +17 196,224 184,744 0.9 
Richmond, Va 1,141,658 1,188,502 1,188,992 4.1 . 215,292 211,638 “Li 
Rochester, N. Y.... 1,572,957 1,542,269 1,525,323 3.0 1.1 274,616 273,535 -0.4 
| Roekford, Tl. 830,228 HO3,476 867,300 4.5 4.4) 139,398 131,79¢ 
Rock Island-Moline, Lil 755,272 974,176 ISU, 718 s1.0 + 1.6 15 34 140,406 ' 
Sacramento, Cal. . 765,968 SO7,402 875,782 14.3 8.5 142,310 214,578 o 
San Antonio, Tex.. T73,689 TH5,9US 976.980 26.3 22.7 125,799 167,724 ‘ 
San Diego, Cal ves 1,031,842 1,218,458 1,139,656 10.4 6.5 216,370 204,190 
San Francisco, Cal. LAST,055 1538, 986 1.603, ,06° 1.0 $.2 273,674 272,923 
Seattle, Wash , 1,234,534 1,167,082 1,503,064 ‘ 11.7 198,212 235,242 
South Bend, Ind 27,613 H1,68 65,276 7.1 0.6 94,40 100,134 
|} Spokane, Wash TOO,S40 649,180 G38 52 8.9 1.6 104,692 111,020 
| St Louis Mo 1748,715 1,723,950 1S43,505 { 6.4 Ga O80 $45,22¢ 
St. Paul, Minn.. 1,131,795 1.009.939 1,075,851 1.9 ‘ 165,540 187,49 
Syracuse ss 2 712,904 1,164,822 738,800 s t 218,089 138,781 
Tacoma, Wash. . 653,184 659,17 684,788 1S ..o 109,340 120,512 
Tampa, Fla 814,660 831,642 146,734 
Toronto, Ont., Can 1,722,480 1,796,349 1,465,695 14.9 18.4 106,560 60,37 
Troy, N. ¥ 402.430 400.402 S412 1.0 4 SS,S72 66,22 = 
Tulsa, Okla 401,418 997,038 1,076,418 19.4 <0 200,340 183,106 > 
Washington, Db. © 3,436,898 ,AT3.915 653,706 + 6.3 5.2 631,822 651,68 
Winston-Salem, N. ¢ 678.650 693,392 OS4.166 Ss 1.3 139,244 142,42 . 
Youngstown i) S49.461 x40 42 887.279 1.5 ‘ 152.544 175,924 
Total 101,244,204 102,985,544 102,665,563 1.4 1 18,288,432 17,994,594 
Chicago Sun established Dee. 4, 1941 g 
**ommercial Appeal published 328 page Centennial Issue Jar 1 1940, containing 428,848 lines f ad 
Fizures not included in totals 
—— eww 
. ° ° . . P 
Joins Irvington Varnish Old King Cole Appoints Gets D’Orsay Account _— 
Robert J. Wanek,. formerly in the Nobil Van Voorhis, oe — ¥ aha — Sales ee ga “ 
: stri; ‘elations ; sales pro-| Coast representative for O ing ork, has appointec € lew 
nena ee sooner SF adenine, Cole, Canton, has been named sales Freund Advertising Agen e 
, Sis oleae “Now Varl hac} Manager of display materials. York, to direct its advertis 
ville Corporation, New York, has . _ 
been appointed sales promotion 
manager of Irvington Varnish and 


Insulator Company, Irvington. Mary 
3eckman of Irvington’s advertising 
department has been advanced to 
assistant sales promotion manager. 


an 
MONTREAL 


TORONTO 


WINNIPEG 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS ° 
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Roundup of Advertising Promotions in the Test Stage 


—_— 


Twenty Grand 
Tests Imperial 
in Four Markets 


(Picture on Page 1) 


Louisville, Ky., Feb. 12.—Believ- 
ing that the double attraction of low 
price plus king size deserves a more 
thorough test of the cigaret smoker's 


power of resistance, Axton-Fisher | 


Tobacco Company this week pre- 
senied Twenty Grand Imperials to 
tobacco lovers in Tacoma, Wash., 
Fresno, Cal., Evansville, Ind., and 
Lexington, Ky. The newspaper copy 
pulked large in 950-line space. The 
campaign will run for 11 weeks with 
continued large insertions and with 
support in the way of outdoor post- 
ers 
York, is the agency. 

The Twenty Grand Imperial ad- 
vertising pictures the cigaret smoker 
as a dual personality and assures 
him that the new offering will 
appeal to both streaks. One of these 
aspects is the “fun-loving side,” the 
other “your conscientious _ side.” 
Copy offers the fun-lover hope of a 
milder and better-tasting cigaret— 


one which won the _ enthusiastic 
praise of professional tasters in 
comparison with the six largest 


selling brands. 

The objections of “your conscien- 
tious side’”’ were met by these prom- 
ises: 

“1, It contains a special mois- 
tening agent that does not produce 
the irritating ‘acrolein gas’ present 
in most cigaret smoke. 

“2. It is 20 per cent longer— 
gives you the extra protection of 
increased smoke filtration. 


“3. It’s a new blend of sun- 
ripened tobaccos, aged-in-wood, 
that assures a milder, mellower 


smoke!” 


Leaders Are Expensive 


Though Pall Mall and Herbert 
Tareyton are the leading brands in 
the oversize cigaret field, neither 
has made a serious bid against the 
formidable opposition of such stan- 
dard leaders as Camel and Lucky 
Strikes. This may be due, accord- 
ing to the reasoning of Axton- 
Fisher executives, to the fact that 
neither offers a price advantage. 
Wings and Beech-Nut do sell for 
lower prices, but it may be that 
neither possesses the elusive flavor 
which spells popularity in the face 
of any obstacle. 

Axton-Fisher introduced a long 
Spud cigaret in December, 1940, and 
its success was conspicuous enough 
to convince the company that there 
isa definite market for the 85-milli- 
meter fag. The aftermath was the 
appearance of Doublets, “‘regal-size” 
smoke, last September. This cigaret 
was featured by a trick metal con- 
tainer. Axton-Fisher’s experience 
with Doublets was evidently favor- 
able enough to indicate that the 
king-size is a magnet whose impor- 
tance should not be overlooked. 

While the recent reorganization 


(ee 


McCann-Erickson, Inc., New | 


____ BOOK BARGAIN 
| Announeied ~ THE NEW 
DETECTIVE BOOK CLUB 


How MYSTERY LOVERS Con Now Receive THREE Best-Selling 
Detective Books Each Month for the Usuel Price of ONE! 


PHM THREE GEST SELLE DETECTIVE Booms 
A : - er | ont vonwmt nee rowers ar omy s:0 


<2 


eae 6 re ee omer 


Offering three popular detective books 
in a single volume each month, this full- 
page newspaper copy is being tested in 


major cities by Walter J. Black, Inc. | WFCI 


Schwab & Beatty is the agency. 


of Axton-Fisher brought it 
executives who are unfamiliar with 
the cigaret business, enough veter- 
ans are left within the fold to lend 
the necessary balance to marketing 
plans. Among these is J. C. Wil- 
liams, formerly sales manager for 
Brown & Williamson, now Axton- 
Fisher general sales manager. 


| 
TEST COPY FOR NEW 
DETECTIVE BOOK CLUB 

New York, Feb. 12.—Featuring a 
plan whereby the three recently 
published best-selling detective 
books will be mailed to subscribers 
each month bound as a single vol- 
ume, Walter J. Black, Inc., this 
week launched a large-space news- 
paper test in four cities to announce 
its new Detective Book Club. 

Page insertions appeared in the 
Chicago Tribune, Philadelphia In- 
quirer, St. Louis Post-Dispatch and 
Washington Star offering three com- 
plete mystery thrillers for 
“the regular price of only one.” 

Pointing to the big savings 
cost and distribution under 
“three in one” plan, copy assures 
prospective club members that the 
volumes will not be a “jumbo” 
book, since light-weight opaque 
paper will be used. “These desir- 
able editions,” the ad continues, 
“will be available to Detective Book 
Club members only. They will not 
be sold in any other way or to any- 
one who is not a registered mem- 
ber of this club.”” Schwab & Beatty 
is the agency. 

'PACKER PROMOTES U. S. 
“SHIELD OF QUALITY” 

Rochester, Minn., Feb. 12.—With 
an 840-line opener, Owatonna Can- 
ning Company, Owatanna, Minn., 
has started a test drive in the 
Rochester Post-Bulletin on behalf of 
its Festal brand corn. 

Prominently displayed in the copy 
is the label signifying U. S. Grade 
A, officially certified by the U. S. 


in 


| 


DANIA BEACH HOTEL 
1 Mie ot Man 


Where Summer Spends the W inter 


tes 


| Department of Agriculture, which 


the company terms the “U.S. Shield 
of Quality.” Owatonna officials 
claim the firm is the only one in 


the country merchandising this 
slogan in a consistent campaign 
aimed at both the trade and the 


| the 


| 


some | 


| 
| 
| 


|cities in which it operates stores.! ers are seeking a price increase. 


$1.89— | 


the | 


consuming public. 

Menus form an important part of 
the advertising, with a typical meal 
featuring a dish called the Festal 
corn ring. A complete recipe for 
dish provided. Body type 


is 


_emphasizes that the product, packed 


— = : = ; ee i 


under continuous inspection of the 


Agricultural Marketing Service, 
gives “banquet quality at popular 
prices.” MacKenzie, Inc., directs 
the account. 
JEWELRY FIRM TO 
START RADIO TEST 

Providence, R. I., Feb. 12 Kay 


Jewelry Company will start a test 
campaign using radio transcriptions 


over Stations WEAN, WJAR and 
WPRO, all of Providence, and 
Pawtucket, R. I1., beginning 


Feb. 16. Plans call for 50 announce- 
ments weekly for one month. 
successful, the transcriptions will be 
used by the company in all U. S. 


If | 


Little Heads Nash- 
Kelvinator Advertising 


The advertising and sales promo- 
tion departments which have served 
divisions of Nash- 
Kelvinator Cor- 
poration, Detroit, 
have been. merg- 
ed in a new pro- 
motional set - up 
to be known as 
the department 
of advertising 
and public rela- 
tions, and will be 
headed by H. G. 
Little, previously 
Nash advertising 
director. 

Cc. J. Coward, 
formerly director 
of Kelvinator’s advertising, will be- 
come Mr, Little’s assistant, with the 
title of associate director of adver- 
tising. 


Win Display Awards 


Bo Bernstein & Co., Providence, is 
in charge of the test. 


Reduces Ad Rates 

Advertising rates of True Comics 
and The Parent’s Magazine’s Junior 
Magazine Group have been reduced. 
The new rate for True Comics is 
$375 for a full page in four colors, 
and $490 for the back cover in four 
colors. The rate for the Junior 
Magazine Group, which consists of 
True Comics, Real Heroes, and Call- 
ing All Girls has been reduced to 
$940 for a full page, four colors and 
$1,180 for the back cover in four 
colors. Circulation guarantees are 
300,000 for True Comics; 750,000 for 
the Junior group. 


Newsprint Prices 
Being Explored 
Prices of newsprint and related 
products will be established through 
joint action of the Office of Price 
Administration and the Canadian 
Wartime Prices and Trade Board. 
A preliminary meeting of represen- The Portsmouth, O., district of 
tatives of the two bodies was held, the Ohio Power Company received 
Jan. 29, and another is planned in| first prize in the Modern Kitchen 
March. Bureau's fall, 1941, electric water 
Studies of the bases for second-| heater floor display contest. R. W. 


H. G. Little 


quarter prices have been under-| Moore entered the display and re- 
taken in both countries, and an/| ceived the cash award of $100. The 
announcement on policy will be! Hartford Electric Light Company, 


made before April 1, when second- 
quarter prices take effect. Produc- 


Hartford, won the second prize, 
with the cash award of $50 going 
to Ernest J. Roth. 


NEED HELP ON 
THOSE NEW PROBLEMS? 


In just a few short wee 
routine of your job has undoubtedly 


heen very much upset. Product limi- 


tations made necessary 


emergency have developed an en- 


tirely new set of problems for every- 


one in the advertising, 


ing or other creative departments of 


business. 


ks the calm “A Technique for Producing Ideas” 


is a made-to-order solution for such 
problems. It is dynamie and stimu- 
by the war lating and does just what it says it 
does. You can read it in half an hour 
but you'll remember it for years. 
merchandis- 


James W. Young, the author, has 


heen for thirty years one of the 
brightest stars in the advertising 
firmament. 


His clear thinking, his brilliant ad- 
vertising and merchandising cam- 
paigns and his constant study of 
successful methods have carried him 
to the top of the advertising ladder. 
In this book he discloses his tech- 
nique for developing new ideas, 
ideas that work in advertising, sales 


and merchandising. 


Many companies have ordered copies 
for all their executives and represen- 
tatives. ‘Those who buy almost. in- 
variably order additional copies for 
friends and associates. Be sure to 


get yours before the limited edition 


ORDER cary NOW 


Postpaid $199 


is exhausted. The price is only $1.00 
postpaid. Five per cent discount for 


five copies or more. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 E. OHIO STREET 


CHICAGO, ILL. 
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Listening Post | 


With FCC bending every effort to 
forestall the renewed threat of a 
Congressional investigation, it may 
be significant that FCC has given 
jobs to at least seven former em- 
ployes of the Senate interstate com- 
merce committee, which handles 
radio legislation. Five of the seven 
get $4,000 a year or more. Perhaps 
if FCC had done as well by the 
House committee, the demand for 
an investigation in the junior body 
would be less insistent. 

* * co 

The staggering new tax bill is 
expected to reach the hopper by 
March 1, but its final form will be 
unsettled until after the March 15 


returns have been received and 
analyzed. The Treasury’s bill is 
expected to call for a 15 per cent 
withholding tax, plus compulsory 
bond buying, but Congress may 
nix the withholding proposal. Con- 
gressmen don’t relish the idea of 
seeing only $8,500 of their $10,000 
salaries, and then having to buy 
bonds as well. 
* ww om 

The Broadcasters’ Victory Council 
is now established with John Shep- 
ard III at the helm in the Munsey 
bldg., Washington. A search is 
on for a radio-wise executive secre- 
tary, who will be the only paid 
officer. Members get expenses only. 

* Ed # 

Nothing is being done in Detroit 

about producing a “Victory” car, 


| will have to 
| event, at least in a plant or two. 


which remains a mere idea of cer- 
tain Washington officials. The motor 
industry has scrapped its production 
lines, and grimly awaits the added 
criticism which will come when and 
if the government finds the country 
can’t get along without at least a 
few new passenger cars. The whole 
transitional process of conversion 
be reversed in that 


* * * 


If, as Washington believes, a 
shortage of transportation facilities 
leads to reduced use of freight cars 
by magazine publishers, there will 
be no difficulty in maintaining 
distribution. Publication printers, 
whose business it is to anticipate 
difficulties of this character, point 
out that motor trucks are already 


—— 


being widely used for this purpose, | 
and that any shortage of freight | 
cars will be taken up by truck | 
facilities. In some cases trucks are 
already being used for shipments | 
from Chicago to Boston or Chicago 
to the Pacific Coast. A few of the 
big printers are even prepared tc 
ship some of their presses to the 
Coast if necessary. 


co * a 


Some Treasury officials estimate 
that a blanket 15 per cent tax on 
all advertising would yield $100,- 
000,000 a year, and are urging that 
such a proposal be included in the 
new tax bill. Spokesmen for the 
department say they haven’t heard 
of the reported 15 per cent levy, 
and express doubt that it will be 
recommended. 


New Mothers, and 


and even 80% of 


O 


of one of the women. That woman is 


the Welcome Wagon Hostess. 


y 
WELCOME WAGON HOSTESSES 


WILL INTRODUCE YOUR PRODUCT INTO 
HUNDREDS OF THOUSANDS OF HOMES 


Newco mers. 


All you can hope to win from your product advertising 
and sales promotion is a trial of your product or service. 
Because of Welcome Wagon’s unique methods of intro- 
duction directly into selected homes under the most 
favorable auspices known to modern merchandising, 
your product or service is assured such a trial. This is 
one reason why Welcome Wagon Clients report contin- 
uing sales day after day, year after year, to 6067, 70 


all housewives called upon. 


From Maine to California and throughout Canada, Weleome Wagon Hostesses are actually welcomed 
into hundreds of thousands of homes each year. Here—as one woman to another—subtly, graciously, 
intimately, they will recommend your product or service. In an atmosphere of cordiality and confidence 
they will actually introduce your product directly into these homes .. . into right homes, at the right 
time, under the right cireumstances—homes of Newly Married Housekeepers, 


for the asking. 


Welcome Wagon Service will introduce your 
product or service into the best homes in over 550 
communities. Our new booklet, “The Veelcome 
Wagon,” explains how this is done—and is yours 


WO 


IT PAYS YOU TO BE THERE 


—No, you can’t be there in person, 


‘> —hbut you can be there in the person 


The Welcome Wagon Hostess presents 
the housewife a beautiful basket of gifts 
— her sponsors’ products — she tells 
about them — and where to buy them. 


EN 


THE WELCOME WAGON SERVICE COMPANY 


(4 THOMAS W. BRIGGS ENTERPRISE) 


1790 BROADWAY, NEW YORK CITY « 


STERICK BUILDING, MEMPHIS, TENNESSEE 


WY So 
ee ee 
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Cash Discount 
Adopted by Three 
Eastern Stations 


(Continued from page 1) 


three Eastern stations, said that 
while no other change will be made 
in their discounts or rates, the two 
per cent cash discount has been ap. 
proved as a sound business practice 
of long standing. The allowance, 
Mr. Wilder added, encourages ad. 
|vertisers to pay agencies pron tly 
and agencies to pay media in sim lar 
| fashion. 

WSYR is affiliated with the 
tional Broadcasting Comp ny 
WTRY with the Blue Network ind 
WKNE with the Columbia Br: id. 
casting System. 

The announcement, which c. me 
as a surprise to both executive. ip 
the industry and station represe: { 
tives, called attention to strong ~ ip. 
port of the cash discount by the 
Association of National Adverti-ers 
and the American Association of 


| Advertising Agencies. 


Explains to Gamble 
| Mr. Wilder, in a letter of explina- 
tion to Frederic R. Gamble, man- 
|aging director of the Four A’s, «aid 
jhe had conferred with advertisers 
/and agencies for more than a year 

upon trade practices, “seeking the 
elimination of sources of friction 
between buyer and seller.” He 
added that the principal argument 
against the two per cent cash dis- 
count—that it is not necessary and 
is not the policy of many stations— 
does not overcome the weight of 
arguments in its support. He for- 
merly opposed the practice. 

Radio stations do not generally 
|allow a cash discount and althoug! 
a majority of newspapers do, it is 
believed that more national adver- 
tising is invested annually in pa- 
pers which do not grant the allow- 
jance. The question flared up last 
summer when Curtis Publishing 
Company announced that effective 
|; with the February, 1942, issues of 
its magazines the two per cent cas! 
discount—in effect for more thar 
40 years—would be eliminated. Mc- 
Graw-Hill Publishing Company fol- 
lowed suit, but both companies ir 
September announced that they had 
reversed their stand. 

Curtis officials at that time termed 
the discount “an integral part of 
the financial structure of advertis- 
ing’ and added that they were 
“glad to support it in principle. 
Action of Curtis and McGraw-Hil 
executives brought praise from ad- 
men and Paul B. West, president o! 
the ANA, pointed to indications that 
the Columbia Broadcasting Systen 
and National Broadcasting Com- 
pany would establish the allowance 

Many broadcasting companies 
following the lead of the networks 
have eliminated the discount in re- 
cent years. WHO, Des Moines 
which previously granted the cas! 
allowance, abandoned it less than 
a year ago. 
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when you think of SPOTS 
... think of John Bloir! 
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PHOTOGRAPHIC REVIEW 


SHELL OIL COMPANY AIDS DEFENSE EFFORT 


OF 


Gag DEFENSE BONDS 


During February Shell Oil Co. is promoting the war effort with this 24-sheet 

poster on 200 panels in Florida, 500 streamlined station 24-sheet units, a dozen 

highway bulletins and 13 neonized paint units. The design also has been adapted 

for miniature station panels. All displays, produced by National Printing and 
Engraving Co., are for use east of the Rockies. 


FOR BABY 


APPROVE U. S. RUBBER'S NEW CAMPAIGN 


8477777; 


tee 


. tom 
+ THE DH ety, 


™ tw eu 


ee 


The pp 
S Creed 


DREGE EET 


BUY A BOND FOR BABY 

Both baby and Uncle Sam's defense 

bonds get a big boost in this unusual 

newspaper advertisement of the Virginia 

Electric & Power Co., carried in the Rich- 
mond News-Leader. 


C. J. Durban, advertising and sales promotion manager, and Howard N. Hawkes, 
general sales manager, tire division, U. S. Rubber Co., go over the final plans 
before launching a nationwide drive in support of the government's rubber con- 
servation policy. The Car Owner's Creed features the campaign, now under way. 


ON THE WAY 


POSTER HELPS PROTECT "MAN POWER" 


oe 


DF Sunset Ousdoor hdvertising Go 


To help prevent accidents and save lives during blackouts, the Seattle Junior 
Chamber of Commerce sponsored this black-and-white poster panel displayed in 
half » dozen Western Washington cities. Sunset Outdoor Advertising Co. tied for G W. Wied Sting: i 
in with the timely promotion by giving 40 locations and furnishing tne posters lithog an di Pa gon ona i the U < 
th . . y ! r e in tive cotor y e . . 
roughout the territory it serves Printing & Lithograph Co. 


DRUG DISPLAY AIDS RED CROSS DRIVE 


Heralding the bock beer season next 
month is this new copyrighted display 


“eon Drug Co. contributed a part of this Bromo-Seltzer semi-spectacular 
“chan al display to the Red Cross and plans call for conversion of the display 
"Promotion of the defense stamp and bond sale after completion of the Red 
Cross drive. The display is located in Atlantic City. 


ig 
if 


THATS ALOT OF BATTLESHIPS, BUT, Hl 
AMERICA NEEDS MORE! 


This red, white and blue poster, first of a series of four desi crec’ for taverns, liquor stores and hotels and being distributed 
by Liquor Store & Dispenser, is intended to sell U. S. defense cones: roimt to the alcoholic beverage industry as the big- 
gest single industry taxpayer; forestall any new prohibition 


Full cooperation with government efforts to promote defense bonds and stamps 
was voted at the recent midwinter meeting of the Financial Advertisers Associa- 
tion in New York. In this group are (left to right, facing camera) Harford 
Powel, director of information, U. S. Treasury Defense Savinas Division; Victor 
Cullin, FAA president and assistant secretary, Mississippi Valley Trust Co., St. 
Louis; L. E. Townsend, assistant vice-president, Bank of America National Trust & 
Savings Association, San Francisco; Robert W. Sparks, field director, Treasury 
Defense Savinys Division; J. Lowell Laferty, vice-president, Fort Worth National 
Bank; Lewis F. Gordon, assistant vice-president, Citizens & Southern National 
Bank, Atlanta; and Merrill Anderson, president, New York Financial Advertisers 
Association, and head of Merrill Anderson Co., New York agency. 


FIELD'S OPENS "VICTORY CENTER" IN CHICAGO 


Marshall Field & Co. has set aside permanently this ‘Victory Center" room in its 

downtown Chicago department store, featuring a collection of wartime displays. 

Defense stamp and bond sales and civilian defense activities will be promoted. 

The giant map, a news service and bond sale are permanent features; displays 
will be changed during ensuing months. 


PAN-AM AIDS DEFENSE BOND DRIVE WITH POSTERS 


PAN-AM 
SERVICE 


helps you 


save 


Using approximately 600 boards throughout Tennessee, Alabama, Mississippi and 


Louisiana, Pan American Petroleum Corp. is boosting the Victory effort with this 
panel poster. Fitzgerald Advertising Agency directs the account. 


POSTER WITH A FOUR-POINT PURPOSE AIDS DEFENSE DRIVE 


DEFENs¢ ‘ 


BONDS 


~~ 


2 
S 


cine; and give retailers a bond campaign with a positive 
trade angie 
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Chic ago, Dallas, 


TPS 1 tor War 
> Wily gr: 
Mee Crone (ME. 
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ec 
ee You'll be late agam, Henry” 


Families in Chicago find it harder 
to get the morning newspaper away 
from father, since The Sun started 
coming! The Old Man spends more 
time with it—and no wonder! 

‘The Sun has more news, and no axes 
in the news columns . . . Editorials 
where they ought to be... A daily 
digest of war news, with much more 
enlightening relief maps . . . More 
news from Washington than Chicago 
ever had before . . . Exclusives from 
the war zones in the Pacific . . . Local 
beats, big and little, almost every day 
... Lively sports pages, business pages 
that make business news interesting 


Better and better printed news 


JHICA 


pictures . . . Editorials that are fresh, 
readable, interesting, widely quoted 
...A long list of first rate features 
and fresh new comics... Women’s 
pages that clicked from the first... 
And while The Sun may delay 
father’s departure, it seems to be 
helping his disposition, too... No 
Pollyanna publication, The Sun does 
put a little more cheer in Chicago 
mornings ... And pleased readers are 
better prospects for advertisers. Maybe 
that’s why advertisers are giving so 
much copy to The Sun!... Ask any 
Branham man to show you The Sun’s 
advertising line-up (and linage 


Interesting—and indicative! 


‘O SUN 


Tue Brannam Company. National Repre sentatives: Atianta, Charlotte, 


Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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